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SUMMARY 
 
This thesis is the final part of a Masters of the Faculty of Management Sciences of the Open 
University in The Netherlands. This Faculty offers students the opportunity to study the usefulness of 
branding constellations, a new application of systems constellations to identify branding problems. 
The innovative assumption of this new approach is that branders position key elements of a branding 
system in such a way that blanks standing for these elements (named stand-ins) are capable of 
bringing the subconscious relationships between these elements in the branders’ minds to the 
surface (Jurg, 2010). 
The branding problem of this thesis concerns the concept of hospitality. In an editorial article of the 
new Hospitality & Society journal, Lynch et al. (2011) argue that hospitality studies lack a conceptual 
framework and state that they particularly welcome new and critical approaches to the study of 
hospitality. In this thesis, the branding constellation is employed as a new methodological approach 
to study hospitality. The objective of this thesis is to triangulate the building of a conceptual 
framework of hospitality by employing a variety of data sources.  
The main question of the thesis is: How to build a triangulated conceptual framework of hospitality?  
A conceptual framework explains the main things to be studied and the presumed relationships 
among them, either graphically or narratively (Miles and Huberman, 1994). Hence, the two sub 
questions are: 
1. What should be the main things to be studied, based on a variety of data sources?  
2. What are the presumed relationships among these main things to be studied, based on a 
variety of data sources? 
The triangulation is based on four data sources: the etymology of the word hospitality, the editorial 
article on hospitality by Lynch et al. (2011), a vision document of a Dutch hospitality business school 
and a branding constellation conducted by the dean of this hospitality business school on her 
hospitality branding problem that it is not clear what hospitality stands for. Hence, two theoretical 
sources and two practical sources are employed.  
The main things to be studied are named sub concepts of the hospitality concept. These sub concepts 
are presented as circles in the graphical form of the conceptual framework; the size of these circles 
represents the importance of the sub concepts. The green, red and grey lines represent a positive, a 
negative and an ambivalent relationship among these sub concepts, respectively. A thick line 
indicates a very positive or a very negative relationship; a thin line points to a moderately positive or 
a moderately negative relationship.  
The vision document did not lead to a conceptual framework. The other three conceptual 
frameworks are presented below. Figure S1 depicts the theoretical conceptual framework of 
hospitality based on text analyses of Nouwen (1975), Derrida (2000), O’Gorman (2006) and Johnson 
(2010) on the etymology of the word hospitality. 
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The key etymological sub concepts are “Host” and “Guest”. These sub concepts are very positively 
related. Both are also very positively related to “Stranger”. “Reciprocity” and “Master” are very 
negatively bound, whereas “Power” is moderately negatively attached to “Reciprocity” and 
“Equality”. The triangle of “Host”, “Guest” and “Stranger” is not connected with the quadrangle of  
“Reciprocity”, “Master”, “Power” and “Equality”.  
Figure S2 presents the theoretical conceptual framework of hospitality based on a text analysis of the 
editorial article in the Hospitality & Society journal by Lynch et al. (2011).  
 
 
 
 
 
 
 
 
 
 
The key editorial sub concepts are also “Host” and “Guest”. These sub concepts are ambivalently 
associated, opposite to the etymological framework where they were very positively related. “Guest” 
and “Stranger” are very positively related just as in the etymological framework. “Host” and 
“Stranger” are moderately negatively attached opposite to the etymological framework, where they 
were very positively related. “Hostility” and Power” are also moderately negatively attached, while  
“Hostility” and “Enemy” are moderately positively linked. “Power” and “Reciprocity” are moderately 
positively linked, while they were moderately negatively attached in the etymological framework.  
Figure S1 Theoretical conceptual framework of hospitality based on the etymology of the word hospitality 
Figure S2 Theoretical conceptual framework of hospitality based on the editorial article by Lynch et al. (2011) 
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Just as in the etymological framework, the triangle “Host”, “Guest” and “Stranger” is not connected 
with the quadrangle of the four other sub concepts, here “Reciprocity”, “Power”, “Hostility” and 
“Enemy”:  the sub concepts “Hostility”and “Enemy” replaced the etymological sub concepts 
“Master” and “Equality” in the editorial framework.  
Figure S3 depicts the practical conceptual framework of hospitality based on a branding constellation 
conducted by the dean of a hospitality business school. Unlike the previous frameworks, in the 
branding constellation framework the relationship of A to B is not necessarily equivalent to that of B 
to A. Therefore, arrows are added to specify the directions of the relationships. 
 
 
 
 
 
 
 
 
 
 
The sub concepts of the branding constellation framework of hospitality are completely different 
from the sub concepts in the two previous theoretical frameworks: “Loyalty”, “Sincere interest”, 
“100% Ownership” and “Give and receive feedback”. “Hospitality” is moderately positively tied with 
“Loyalty” and “Sincere interest”, while “Hospitality” is ambivalently associated with “100% 
Ownership” and “Give and receive feedback”. The key sub concept of hospitality is “Loyalty”, which is 
very positively related to “Hospitality”, while it is moderately negatively attached to “100% 
Ownership”. “Sincere interest” is moderately negatively attached to “Give and receive feedback”, 
while vice versa “Give and receive feedback” is moderately positively tied with “Sincere interest”. 
Only the relationship between “Loyalty” and “Sincere interest” is reciprocal.  
To conclude, the theoretical focus regarding the presumed relationships of the sub concepts is on the 
relationships among those that were similarly derived from the etymology as well as from the 
editorial article: “Host”, “Guest”, “Stranger”, “Reciprocity” and “Power”. As the lines in Figure S1 and 
Figure S2 indicate, only “Guest” and “Stranger” have the same very positive relationship in both 
theoretical frameworks. The other relationships among the sub concepts of hospitality are very 
different in the two theoretical frameworks.  The practical sub concepts are completely different. 
The theoretical relationship between “Guest” and “Stranger” seems to be very positive, while the 
other relationships are not clear. Further theoretical research is necessary to study these 
relationships. Practically, vision documents and branding constellations of other hospitality institutes 
should be studied to improve understanding of the gap between theory and practice denoted by this 
study.  
Figure S3 Practical conceptual framework of hospitality based on a branding constellation by the dean of a hospitality business school 
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PREFACE 
 
In 1992, I finished my study at the Hotel Management School Maastricht. Before my graduation, I 
was in doubt whether I should go to University to get my Master degree or start working. More or 
less accidentally, I started working as a trainee for ABN AMRO Bank. I stayed at this company for 
about nine years and got the opportunity to do several different jobs. I learned a lot about finance, 
(human resource) management and client treatment. Most of all, I loved managing the process of 
“hospitality”: making the client feel comfortable with us.  
In the meantime, I got married with Ben, our daughter Loes and son Kees were born and I decided to 
change jobs to balance work and private life. It was crystal clear to me, that I wanted to work with 
clients/guests. Again, it was a coincidence, that Saxion started her Hotel Management School. In the 
summer of 2001, I started as a lecturer, something completely new to me. 
The first years with Saxion were hectic: our second daughter Els was born and it took all my energy to 
combine family and work. After a few years, I was looking for a new challenge and the idea of getting 
my Master degree revived. After some hesitations, I decided to take the chance that Saxion offered 
me, and February 2010 I started my Premaster at the Open University in The Netherlands (OUNL). 
After I had finished this part of the study, I followed Advanced Studies in Management (ASM) and 
Strategic Human Resource Management (SHRM). 
During the ASM period, Dr. Wim Jurg was my lecturer. I was impressed by the way he guided us: he 
was critical, demanding and strict, but learnt us a lot in a (too?) short period. I am glad that he was 
willing to guide my thesis process as well.  
This thesis is the concluding part of my study. It exceeds slightly the prescribed fourty pages because 
qualitative research was employed which demands more space in an analysis than a quantitative 
study. Consequently, a lot of displays were presented. These displays need not be taken into account 
to match the fourty pages according to Wim Jurg. Counting this way, results in approximately fourty 
pages. Again, I have learnt a lot in the last phase of my study. Wim, I enjoyed working with you; 
thank you! Secondly, my thanks go out to Drs. Mario Kieft, who was willing to review this thesis. 
Since my parents had their own business, I grew up working hard and making clients feel 
comfortable. I am convinced that this created the basis for my study at the Hotel Management 
School and my interest in hospitality, the subject of this Master thesis. So, I want to thank my parents 
for the basis they gave me.  
Additionally, I would like to thank Mirjam Koster, Anton Dijkstra, Irene Rispens and Nico Kerssens for 
giving me this opportunity and the other colleagues who assisted me in different ways. I also thank 
Martijn Harleman who helped me with the design of the conceptual frameworks.    
Last but surely not least, I thank my family. Ben, thanks for your patience and on-going support! Loes, 
Kees and Els, I hope our studies will inspire you to keep on learning in your future lives and for that 
reason, I dedicate this Master thesis to you!  
Heleen Hattink 
Deventer, August 27, 2013 
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1. INTRODUCTION 
 
This introduction presents the branding constellation context and the hospitality context of the 
thesis problem (1.1 and 1.2, respectively). Then, it presents the thesis problem (1.3) and an overview 
(1.4).  
1.1 Branding constellation context 
The Master thesis is the concluding part of a Masters of the Faculty of Management Sciences of the 
Open University in The Netherlands (OUNL). It consists of an independent, responsible scientific 
research report (www.ou.nl).  
The Faculty of Management Sciences offers students the opportunity to study the usefulness of 
branding constellations to identify branding problems within the branding theme. Branding 
constellations are a new application of systems constellations employed to identify branding 
problems (Jurg, 2010: 18). Branding constellations differ from other problem identification 
techniques by their combination of a holistic perspective and an emotional approach (:  8-9). A 
holistic perspective focuses on the elements and relationships emerging from the whole rather than 
decomposing problems into the basic elements that form the core of the problem. An emotional 
approach includes bodily experiences, feelings and intentions as well as spontaneous verbal 
outbursts based on these emotions rather than logical (vertical) verbalisation and an encouragement 
to employ grounded arguments (: 9). 
1.2 Hospitality context 
The other main subject of this thesis is hospitality. In 2011, Lynch et al. started a new journal, called 
the Hospitality & Society journal. By doing so, Lynch et al. (2011: 5) wanted to create a rigorous 
debate on hospitality. A key question they posed in the editorial article is: “What does hospitality 
mean and how should it be studied?” In their agenda for hospitality studies, Lynch et al. (: 13-15) 
state that they particularly welcome innovative theoretical interventions as well as new and critical  
approaches to the study of hospitality. In this thesis, a branding constellation is, among other 
methods, the new approach employed to study hospitality.  
1.3 Thesis problem 
A thesis problem consists of  an objective, a main question and a number of sub questions (Jurg, 
2010: 7). First, the thesis objective is presented (1.3.1). In addition, the thesis questions are 
addressed (1.3.2). 
1.3.1 Thesis objective 
The thesis objective describes what has to be reached with the thesis (Baarda and De Goede, 1994: 
21).  
The objective of this thesis is to triangulate the building of a conceptual framework of hospitality by 
employing a variety of data sources.  
10 
Triangulate is to survey by triangulation (http://www.thefreedictionary.com/triangulate). Data 
triangulation is a rationale for using multiple data sources of evidence (Yin, 2003: 98). Triangulation 
can produce a more complete, holistic and contextual portrait of the subject under study (Ghauri and 
Grønhaug, 2002: 182).  
1.3.2 Thesis questions 
A main question is a general question, based on a need for information (Baarda and De Goede, 1994: 
29).  The main question of this thesis consists of two sub questions. Sub questions are questions that 
have to be answered to answer the main question (: 28). 
As reported in 1.2, Lynch et al. (2011: 5) emphasise the lack of a conceptual framework within which 
hospitality studies are situated.   
Therefore, the main question of this thesis is:  
How to build a triangulated conceptual framework of hospitality? 
A conceptual framework explains, either graphically or in narrative form, the main things to be 
studied - the key factors, constructs or variables - and the presumed relationships among them 
(Miles and Huberman, 1994: 18). Thus, the sub questions in this thesis are:  
1. What should be the main things to be studied, based on a variety of data sources?  
2. What are the presumed relationships among the main things to be studied, based on a 
variety of data sources?  
1.4 Overview  
Chapter 2 covers the literature study on the branding theme. The branding constellations and the 
branding theme literature are highlighted in this chapter.   
Chapter 3 presents the literature study on hospitality. In this chapter, the etymological roots, 
definitions and frameworks are presented. The chapter finishes with a methodological and an 
integrative literature review. 
Chapter 4 deals with the methodology of this thesis. The strategy, the data collection and the data 
analysis are covered subsequently. 
Chapter 5 presents the findings of this thesis. Sequentially, the findings from the etymology, an 
editorial article, a vision document and a branding constellation by the dean of a hospitality business 
school are depicted. 
Chapter 6 closes this thesis with the evaluation.   
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2. LITERATURE STUDY ON BRANDING THEME 
 
This study is part of the branding theme covering research on the usefulness of branding 
constellations. The chapter starts with the branding constellations (2.1). Next, the branding theme is 
addressed (2.2).   
2.1 Branding constellations  
Marketing science covers several problem identification techniques and one of them is branding 
constellations (Jurg, 2010: 18). First, the idea behind branding constellations is discussed (2.1.1). 
Then, the positioning of branding constellations is covered (2.1.2). 
2.1.1 Idea behind branding constellations  
Branding constellations are applications of systems constellations to identify branding problems 
(Jurg, 2010: 57). Systems constellations developed from roleplaying (Jurg et al., 2013: 5). Roleplaying 
originates from a form of group therapy where perceived problems were transferred to a real stage 
in movement and action. The innovative assumption of systems constellations is that stand-ins as 
important elements in the client’s problem, are capable of showing the unconscious relationships 
among these elements. This phenomenon is called representative perception. The emotions these 
stand-ins experience are presumed to replicate the reality of the elements they stand for. Stand-ins 
are attendees who neither know the client, nor their problem, nor the elements they stand for. 
Branding problems are situations in which branders perceive gaps between their brand’s current 
value and its possible value, but do not know which whether a marketing programme decision they 
have in mind will close this gap (Jurg, 2010: 8). Jurg (: 20-21) states that the identification of 
problems receives little attention in marketing science. Problem identification processes are 
generally rather ad hoc and do not follow a systematic procedure. As a consequence of this limited 
attention granted to proper problem identification, there is also limited attention given to problem 
identification techniques and their validation. There is no generally accepted way to validate new 
problem identification techniques and there is a substantial lack of valid research focused on the 
usefulness of problem identification techniques.  
Jurg (: 8) argues that understanding branding problems asks for a systems perspective. This systems 
perspective to identify branding problems covers the study of brand patterns that are mapped and 
modified using the notion of a network rather than a path. Its main idea is that a whole is more than 
a sum of its parts, and that a part is more than a fraction of a whole (: 23). 
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2.1.2 Positioning of branding constellations  
Jurg (2010: 72) argues that branding constellations differ from other problem identification 
techniques in their combination of a holistic perspective and an emotional approach. Display 1 
presents Jurg’s comparisons to other problem identification techniques such as brainstorming, 
psychodrama, projections, the Zaltman Metaphorical Elicitation Technique (ZMET), cognitive 
mapping, the Soft Systems Methodology (SSM) and lateral marketing.  
Display 1 Positioning of branding constellations to other problem identification techniques (Jurg, 2010: 72)  
Approach/Perspective Holistic perspective Reductionist perspective 
Emotional approach Branding constellations 
Brainstorming, psychodrama,  
projections and ZMET 
Rational approach 
Cognitive mapping  
and SSM 
Lateral marketing. 
 
Brainstorming (Jurg, 2010: 58) is a creative session producing a checklist of ideas that serve as leads 
to problem solutions to be evaluated and further processed later on. Psychodrama (: 66) is an 
emotional technique where people are asked to create and act out brand scenarios in order to 
portray some part of a real or imagined situation. Projections (: 67) - also called projective techniques 
- in qualitative marketing consumer research involve the presentation of ambiguous emotional 
stimuli and asking respondents to make sense of them. The Zaltman Metaphor Elicitation Technique 
(ZMET) (: 70) is a research tool that employs visual and sensory images to assist in understanding the 
meaning of brands to consumers because people think in image and metaphors. Cognitive mapping (: 
61) is a graphical representation of a particular problem that allows for deeper and more integrative 
understanding. The Soft Systems Methodology (SSM) (: 66) argues that the systems metaphor is 
useful to identify soft problems as a particular way of expressing problem owners’ thoughts on a 
problematic situation. Lateral marketing (: 59) consists of introducing a new possibility inside a 
logical sequence of thoughts to allow the brain to make new connections.  
2.2 Branding theme 
This section discusses the branding theme: the origin (2.2.1), the research practices within the 
branding theme (2.2.2) and the theme development (2.2.3) are presented, consecutively.  
2.2.1 Origin  
The branding theme originated in 2002 when the Dean of the School of Management at the Open 
University in The Netherlands, Prof. Dr. Van den Bosch, asked then Drs. Jurg to start a student 
research team on branding constellations parallel to the PhD thesis of Jurg, to allow management 
students to be involved in a PhD study. This PhD thesis was defended November 1st, 2010. The 
branding theme continued as the PhD committee, including Prof. Dr. Van den Bosch, asked for 
further studies on this “fascinating” approach (Roossien, 2012: 4).  
The general procedure of the branding constellations as they were conducted in Jurg’s study is 
continued within the branding theme and covers five phases (Jurg, 2010: 24-27): the introduction 
phase, the projection phase, the intervention phase, the vision phase and the debriefing phase. A 
description of these phases is depicted in Appendix 1. 
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2.2.2 Research practices within branding theme 
Bradbury and Bergman Lichtenstein (2000: 555) describe a conceptualisation of research theory, 
methods and practice that addresses the ways a researcher can engage with a research topic. This 
engagement is built upon three interdependent categories: a first-person, second-person and third-
person research practice. 
First-person or personal research-practice is done by and on oneself (Bradbury and Bergman 
Lichtenstein, 2000: 555). Within the branding theme, a first-person case study is a case study in which 
the usefulness of a branding constellation is studied for a branding problem that is the student’s 
responsibility as a brander (Roossien, 2012: 5). The first-person case study is primary research. In 
primary research the students collect their own data. 
Second-person or interpersonal research-practice is done with another, i.e., through direct 
interaction with a (research) subject (Bradbury and Bergman Lichtenstein, 2000: 555). Within the 
branding theme, a second-person case study is a case study in which the usefulness of branding 
constellations is studied for a branding problem of a brander who is an acquaintance, a client, or a 
colleague of the student (Roossien, 2012: 5). Thus, the branding theme student is familiar with the 
brander and the branding problem before the study.  
Third-person or multi person research-practice is that which is done within a community of scholars, 
most of whom the researcher does not personally know, but whose methods, mores and mental 
models the researcher is quite familiar with (Bradbury and Bergman Lichtenstein, 2000: 555). Within 
the theme, a third-person case study is a case study in which the usefulness of branding 
constellations is studied whilst there is no former relationship with the branders (Roossien, 2012: 5). 
This kind of study generally focuses on the falsification of a hypothesis regarding branding 
constellations.  
2.2.3 Theme development  
From the start, the branding theme focuses on researching branding constellations through objective 
methodologies, based on Jurg et al. (2008: 12). They argue that further research should, among 
others, focus on the reliability of branding constellations, for instance, by systematically comparing 
independently performed constellations on the similarity of the relationships among the stand-ins. 
These reliability measurements generally have been named test-retest reliability measurements 
within the branding theme (Roossien, 2012: 3). Two other important categories within the branding 
theme are triangular and precision reliability measurements (Van Reij, 2010: 1).  
Recently, new variations of systems constellations were introduced within the branding theme by 
Jongsma (2011) and Meines (2011): innovation constellations and intervention constellations; the 
application of systems constellations on innovations and on organisational development, 
respectively. Meines employed these intervention constellations successfully to test an existing 
conceptual framework on leadership. In this thesis a branding constellation is, among other methods, 
employed to triangulate a conceptual framework of hospitality.   
Students within the branding theme also made connections to other theories, most of the time as 
part of the theoretical triangular reliability. Recently, Vogelaar (2013) e.g. developed a change colour 
theory on branding constellations and Neijenhuis (2013) e.g. an emotional intelligence theory on 
branding constellations. Display 2 presents the studies within the branding theme unto this study.  
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Display 2 Studies within the branding theme 
Student (graduation year) 
 
 
 
Company (branding 
constellation year) 
Literature theory Kind of case 
study 
Theory 
building 
1. Van Geel (2004) Legermuseum (2004) Museum marketing 2
nd
  
2. Siezen (2004) Stork Fokker (2003) Brand extension 2
nd
  
3. Gomersbach (2004) Rabobank (2004) Introspection 1
st
  
4. Mathijssen (2005) RSM (2004) International marketing 1
st
  
5. Davidse (2005) DE&SP (2005) Web marketing 1
st
  
6. Van Zwienen (2005) Blooming (2004) Metaphors 3
rd
  X 
7. Van Meer (2005) Expert cases (2004) Sensemaking  3
rd
  X 
8. Van Mechelen (2005) KPN Mobile (2002) Line extensions 3
rd
  X 
9. Simons (2005) MultiCopy (2002) Soft Systems 
Methodology 
3
rd
  X 
10. De Velde Harsenh. (2006) EODD (2006) erger theory 1
st
  
11. De Heij (2006) SKBA (2004) Brand endorsement 1
st
  
12. Holwerda (2006) LG-Philips (2004) Core competencies 1
st
  
13. Stroo (2006) Sigma (2003) Emotional intelligence 3
rd
 X 
14. Harrewijn (2006) Friso (2002) Brainstorming 3
rd
 X 
15. Schuurman (2006) Alex (2003) Sociometrics 3
rd
 X 
16. Labots (2006) Expert cases (2003 – 04) Action research 3
rd
 X 
17. Blootens (2006) Hooghoudt (2003 – 05) Quantum theory 3
rd
 X 
18. Ten Have (2007) Lipton (2007) Brand extension 1
st
  
19. Vertregt (2007) GTI (2005) Brand endorsement 1
st
  
20. Meijer (2008) Local Rabobank (2005) Promotions 1
st
  
21. Claus (2008) Not applicable MBTI 3
rd
 X 
22. Halters (2008) IDS Scheer (2007) Channel marketing 3
rd
  
23. Karel (2009) Comfort in living (2008) Services marketing 1
st
  
24. Van Reij (2010) All cases Reliability  3
rd
   
25. Jongsma (2011) TNO (2010) Innovation 3
rd
   
26. Meines (2011) VDP (2011) Connected leadership 3
rd
   
27 Roossien (2012) Case company (2010) Core competencies and 
QFD 
2
nd
  
28 Vogelaar (2013) Not applicable (2012) Change colour theory 3
rd
 X 
29. Neijenhuis (2013) Not applicable Emotional intelligence 3
rd
 X 
 Hattink Saxion HBS (2013) Hospitality 2
nd
  
 Brandjes Kardex (2008) Account management 2
nd
  
 Kuiken Rabobank (2010) Trendwatching 2
nd
  
 Tol DC Klinieken (2012) 
(2011)Lairesse 
Brand naming 1
st
  
 Van ’t Ende Bovag (2010) Quality marks 2
nd
  
 Van den Elshout VVD (2009) Political branding 2
nd
  
 Total 
 
 
29 (35)  
 
 
 
 1
st
  10 (11) 
2
nd
  3  ( 8) 
3
rd  
16 (16) 
 
 
 
 
Third 
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Display 2 shows that till now, twenty-nine students finished their master thesis within the branding 
theme. Ten students completed a first-person case study, three students a second-person case study 
and sixteen students a third-person case study. The finished second-person case studies are 
underrepresented. However, five of the six students who are working on their thesis at this moment 
are working on a second-person case study, indicating that this might be a difficult thesis process.  
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3. LITERATURE STUDY ON HOSPITALITY 
 
This chapter starts with an introduction (3.1) and the etymological descriptions of hospitality (3.2). 
Then, the definitions and frameworks of hospitality (3.3), the methodological literature review (3.4) 
and the integrative literature review (3.5) are presented, consecutively.  
3.1  Introduction 
This chapter contains a literature study on hospitality. A literature study is a systematic search in 
books, articles, conference proceedings and such that contain the knowledge products of scientists 
(Verschuren et al., 2005: 178). In this chapter the results of a search for knowledge products on 
hospitality are presented. 
To find the literature, a search was done via the search engine Google Scholar 
(www.scholar.google.nl). The first four steps in this search process are presented in Display 3. 
Display 3 First four steps in the literature study on hospitality (27
th
 March 2013) 
Steps Search words Hits 
1. ‘hospitality’ 881.000 
2. ‘hospitality’ ‘etymology’   13.900 
3. ‘hospitality’ ‘etymology’ ‘research’   8.880 
4. ‘hospitality’ ‘etymology’ ‘research’ ‘peer reviewed’          420 
 
After these four steps, two articles from O’Gorman (2005 and 2006) were the first two hits, 
indicating he is an authoritative author on the area of the etymology of hospitality. By consulting 
these articles and their references, many other publications were found.  
3.2 Etymological descriptions of hospitality 
This study of hospitality starts with etymological descriptions. The importance of historical analyses 
is, among others, highlighted by Lynch et al. (2011: 13), who argue that historical analyses bring the 
incredibly rich and contested legacy of hospitality to bear on contemporary practices.  
The word “etymology” is derived from Greek and the adjective etymos means “true, real” and the 
noun logos means “word” (Eriksson, 2010: 5). Etymology is the name for the branch of the historic 
language of science which deals with the origin of words, their derivation and history, at which their 
affinity and developments of meaning and form are highlighted (: 5). 
In Display 4, an overview of the true meaning of the word hospitality is presented. In the first 
column, the authors, years of publication and pages are displayed. In the second column, the 
etymological descriptions of the word hospitality are given.  
16 
Display 4 Etymological descriptions of the word hospitality  
Authors 
(years and pages) 
Etymological descriptions of the word hospitality  
Benveniste  
(1969: 87) 
We get our word from the Latin hospes. This is a compound of words from two families: 
hostis, meaning either guest or host; and postis, master. Hostis carries with it the notion 
of reciprocity. There is a gift-giving relationship that establishes an equality, and so the 
same word can be used for both host and guest. The Greek xénos, stranger, also has this 
dual meaning and carries with it a sense of reciprocity between the two.  Indeed, one 
Greek word for hospitality, philoxenia or love of the stranger, seems to primarily 
emphasize this aspect of hospitality. Postis, is the word for the master of a house, the one 
who makes the rules. The Greek is despótes, from which we get despot. This is the person 
who has power over and who can make the decisions for the group. This person is the 
only one who matters. Insofar as hospitality is offered from the position of the master, 
there is no reciprocity. So the tension within the word is between reciprocity and equality 
and domination or exclusive power.  
Nouwen  
(1975: 47) 
If there is any concept worth restoring to its original depth and evocative potential, it is 
the concept of hospitality. It is one of the richest biblical terms that can deepen and 
broaden our insight in our relationships to our fellow human beings. It is about converting 
the hostis into a hospes, the enemy into a guest.   
Derrida 
(2000: 3) 
Hospitality is a word of Latin origin, of a troubled and troubling origin, a word which 
carries its own contradiction incorporated into it. It is a Latin word which allows itself to 
be parasitized by its opposite, ‘hostility’, the undesirable guest which it harbors as the 
self-contradiction in its own body. 
O’Gorman 
(2005: 142) 
The word guest came from the Middle English gest, evolved from Old Norse gestr, and 
from Old High German gast, both come from Germanic gastiz. Ghos-ti also evolved to the 
Latin root hostis, meaning enemy, army, and where host and hostile find their origin; and 
the Latin root hostia, meaning sacrifice, host (Eucharistic). The combination of ghos-ti and 
another Proto-Indo-European root poti, powerful, gave the compound root ghos-pot-, 
ghos-po(d)-, which evolved to the Latin hospes and eventually into hospice, hospitable, 
hospital, hospitality, host (giver of hospitality), hostage and hostel. The Greek languages 
from the same Proto-Indo-European base; ghos-ti gave the Greek xenos, which had the 
interchangeable meaning guest or stranger. 
 
As presented in Display 4, the word hospitality seems to consist of two parts: on the one hand hostis 
(Latin), xenos (Greek) or ghosti (Proto-Indo-European), meaning either guest or stranger; and on the 
other hand postis (Latin), despótes (Greek) or poti (Proto-Indo-European), meaning master (of the 
home). As Benveniste (1969: 87) states, the dual meaning of the first part, hostis, suggests both 
reciprocity and equality, while the second part of the word, postis, suggests both domination and 
power. As a result of this, there seems to be an internal ambivalence within the word hospitality 
between on the one hand reciprocity and equality and on the other hand domination and power.   
3.3 Defining and framing hospitality 
This subsection starts with a description of the distinct ways in which researchers define and frame  
hospitality (3.3.1). Subsequently, the definitions (3.3.2) and the frameworks (3.3.3) of hospitality are 
displayed.  
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3.3.1 Distinct ways to define and frame hospitality  
One of the problems with the current state of hospitality studies is that different disciplines and 
sectors frame hospitality in quite distinct ways (Lynch et al., 2011: 4). Display 5 depicts nine different 
authors’ opinions about this definition and framing problem. In the first column, the authors, years of 
publication and pages are displayed. In the second column, the authors’ descriptions of the distinct 
ways in which hospitality is defined and framed are demonstrated. 
Display 5 Distinct ways to define and frame the hospitality  
Authors 
(years and pages) 
Distinct  ways to define and frame hospitality  
Hepple et al.  
(1990: 305) 
The concept of hospitality has wide application and is used by different groups and in 
different ways. The word refers to a broad range of factors which are similar or have a 
common thread. However, researchers do not succeed in drawing up a definition which 
accurately reflects all recognised uses of the term whilst remaining unambiguous. 
Brotherton 
(1999: 165) 
The term, let alone the concept of, hospitality, is defined and used by most, if not all, 
hospitality management researchers in a quite indistinct and unsatisfactory manner. 
Lashley  
(2000: 4) 
There is a need for a breadth of definition which allows analysis of hospitality activities 
in ‘social’, ‘private’, and ‘commercial’ domains. 
Hemmington 
(2007: 747) 
The schizophrenia of the hospitality industry, and the ‘fragmentation’ of hospitality 
academia, is a potentially limiting factor in the industry’s drive for growth and 
development.   
Lashley et al. 
(2007a: 3) 
There is a debate between an emphasis on management versus that of studies. The 
study of hospitality allows for a general broad spectrum of enquiry, and the study for 
allows studies that support the management of hospitality. The intellectual growth and 
progression of hospitality as an academic field of study is best served through the 
critical analysis of the concept of hospitality as broadly conceived. 
Lugosi 
(2008: 140) 
Numerous authors attempted to define hospitality and understood it as both a social 
and commercial activity. 
Ottenbacher et al. 
(2009: 263) 
Hospitality is one of the oldest professions and is regarded as  a powerful economic 
activity that touches many aspects of human life. On the other hand, hospitality is a 
relatively new academic discipline, that has no consensus on its scope and exposure.   
Lynch et al. 
(2011: 5) 
A considerable literature has been generated across a range of disciplines regarding 
definitions of and approaches to hospitality, but as this necessarily brief review makes 
clear, there is neither a single definition of hospitality (though certain connotations 
dominate the discussion), nor is there a unified theoretical framework within which 
hospitality studies are situated. 
Ariffin and Maghzi  
(2012: 191) 
Unfortunately, till now researchers are still debating on the fundamental issue as how 
to define hospitality in general as well as hospitality in the commercial context. 
 
As Display 5 makes clear, in addition to Lynch et al. (2011), multiple authors recognise that hospitality 
is defined and framed in quite distinct ways. In the next sections, the definitions and frameworks will 
be displayed consecutively.  
3.3.2 Defining hospitality  
Display 6 presents an overview of definitions of hospitality since 1975. In the first column, the 
authors, years of publication and pages are addressed. In the second column, their definitions of 
hospitality are presented.  
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Display 6 Definitions of hospitality 
Authors 
(years and pages) 
Definitions of hospitality 
Nouwen 
(1975: 51) 
The creation of a free space where the stranger can enter and become a friend instead 
of an enemy 
Cassee and Reuland 
(1983: 144) 
A harmonious mixture of food, beverage and/or shelter, a physical environment, and 
the behaviour and attitude of people 
Pfeifer 
(1983: 191) 
Offering food, beverage and lodging, or, in other words, offering the basic needs for the 
person away from home 
King  
(1995: 229) 
A specific kind of relationship between individuals – a host and a guest; in this 
relationship, the host understands what would give pleasure to the guest and enhance 
his or her comfort and well-being, and delivers it generously and flawlessly in face to 
face interactions with deference, tactfulness and the process of social ritual 
Brotherton 
(1999: 168) 
A contemporaneous human exchange which is voluntary entered into, and designed to 
enhance the mutual wellbeing of the parties concerned through the provision of 
accommodation and food or drink  
Lashley  
(2000: 15) 
Essentially a relationship based on host and guest 
Telfer 
(2000: 39) 
The giving of food, drink and sometimes accommodation to people who are not regular 
members of a household 
Meyer 
(2006: 11) 
How the delivery of a product makes the person feel; it is a dialogue that requires the 
server to be ‘on the guest’s side’ throughout the experience 
Morrison and 
O’Gorman 
(2006: 3) 
A host’s cordial reception, welcome and entertainment of guests or strangers of diverse 
social backgrounds and cultures charitably, socially or commercially with kind and 
generous liberality, into one’s space to dine and/or lodge temporarily 
Hemmington  
(2007: 753) 
A commercial experience 
Lashley et al. 
(2007b: 173) 
The host/guest transaction (that) can take place in different social, cultural and physical 
contexts and exists at multiple societal levels, such as that of nations, communities, 
civic, domestic environments, and commercial operations 
Lashley 
(2008: 70) 
A selfless commitment to the meeting of the psychological and emotional needs of 
guests whereas bars, hotels and restaurants imply commercial relationships where 
servicing comes at a price, and only if profitable 
Lugosi 
(2008:141) 
Openness towards the other and it is acceptance of the other, albeit temporarily.   
 
Display 6 makes clear, that there are great differences between the hospitality definitions. Some (e.g. 
the definition of Nouwen and Lugosi) seem to be more academic, while others (e.g. the definition of 
Cassee and Reuland and Telfer) seem to be more practical. 
3.3.3 Framing hospitality 
Lashley (2000: 2) states that for a couple of decades, hospitality was approached as a cluster of 
service sector activities. In addition, he argues for a breadth approach because hospitality is worthy 
of serious study and could potentially better inform both industrial practice and academic 
endeavour.  
In Display 7, three influential frameworks from the last two decades are presented, developed by the 
most referenced authors. In the first column, the authors, years of publications and pages are 
denoted. In the second column, the frameworks of hospitality are presented.  
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Display 7 Frameworks of hospitality 
Authors 
(years and pages) 
Frameworks of hospitality 
Lashley 
(2000: 4-5) 
Framework based on three-domain model of hospitality. The three domains are: 
‘cultural/social, private/domestic and commercial’ domains. Each domain represents an 
aspect which is both independent and overlapping. The social domain of hospitality 
considers the social settings in which hospitality and acts of hospitableness take place 
together with the impacts of social forces on the production and consumption of 
food/drink/and accommodation. The private domain considers the range of issues 
associated with both the provision of the ‘trinity’ in the home as well as considering the 
impact of host and guest relationships. The commercial domain concerns the provision of 
hospitality as an economic activity and includes both private and public sector activities. 
[In Appendix 2 the visual display of this model is presented.] 
Brotherton and 
Wood  
(2007: 35-61) 
Two dominant themes within hospitality are identified: hospitality as social control and 
hospitality as social and economic exchange. A major dimension of hospitality as social 
control is the idea of hospitality being a means of controlling the ‘other’ or ‘stranger’, i.e. 
people who are essentially alien to a particular physical, economic and social 
environment. Locating hospitality in this way highlights the manner in which hospitality 
acts as a powerful mediating social control mechanism. Hospitality as social and economic 
exchange is related to rational economic theory and gift exchange. The nature of the 
social exchange varies. 
Lashley et al. 
(2007b: 173-191) 
Hospitality is presented as a human phenomenon which exists at multiple social levels. A 
conceptual framework, the hospitality lens, is presented. This lens can facilitate the study 
of hospitality in any social situation from a strengthened social scientific perspective. 
There are nine robust themes, the dominant one being the host/guest transaction, which 
can be described as transformative and aims to satisfy psychological and physiological 
needs of the parties, based on a concept of reciprocity. The remaining eight themes, 
which can be seen as derivatives of the core, are:  
- Domestic discourse. Reflects the domestic roots of hospitality. 
- Commerce. Refers to particular types and sites of commercial hospitality. 
- Inclusion/exclusion. Symbolisation of (un)welcoming the other. A relevant dimension is 
the host’s possession of the ‘power’ and authority to invite. 
- Laws. Socially and culturally defined obligations, standards, principles, norms and rules. 
- Performance. The host/guest transaction can be depicted as actors performing their 
roles. 
- Politics of space. Defines the level of intimacy/distance within the host/guest ransaction. 
- Types and sites. Makes differentiation, recognising the multi-manifestation of forms and 
locations for experiencing hospitality and host’guest transaction. 
- Social and cultural dimensions. A temporary common moral universe.  
[In Appendix 3 a picture of the model is displayed.] 
 
Display 7 makes clear that researchers are struggling to find a conceptual framework to study 
hospitality. The aspects found in the etymology (e.g. host, guest, power, reciprocity) are also found 
here.   
3.4 Methodological literature review 
Based on the literature reported in Display 4, Display 6 and Display 7, Display 8 presents a 
methodological literature review on hospitality. The columns contain consecutively: authors and 
years of publications, titles, backgrounds, types of study and methods employed.   
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Display 8 Methodological literature review of qualitative studies 
Authors 
(years) 
Titles Backgrounds Types of study Methods 
employed 
Benveniste 
(1969) 
L’hospitalité Chapter in book Vocabulaire 
des institutions indo-
européennes 
Descriptive  Literature 
review 
Nouwen 
(1975) 
Creating space for strangers Chapter in book Reaching 
out: The Three Movements of 
the Spiritual Life 
Descriptive First-person 
(philosophical) 
reflection 
Cassee and 
Reuland 
(1983) 
Hospitality in Hospitals Chapter in book The 
Management of Hospitality 
Explorative  First-person  
reflection  
Pfeifer 
(1983) 
Small business 
management  
Chapter in book The 
Management of Hospitality 
Descriptive  First-person 
reflection  
King 
(1995) 
What is hospitality?  International Journal of 
Hospitality Management 
Descriptive/ 
Explorative 
Literature 
review 
Brotherton 
(1999) 
Towards a definitive view 
of the nature of hospitality 
and hospitality 
management  
The International Journal of 
Contemporary Hospitality 
Management 
Descriptive/ 
Explorative 
Literature 
review 
Derrida 
(2000) 
Hospitality  ANGELAKI journal of the 
theoretical humanities 
Descriptive/ 
Explorative 
Literature 
review 
Lashley  
(2000) 
Towards a theoretical 
understanding  
Chapter in book In Search of 
Hospitality:Theoretical 
perspectives and debates 
Descriptive/ 
Explorative 
Literature 
review 
Telfer 
(2000) 
The philosophy of 
hospitableness  
Chapter in book In Search of 
Hospitality: Theoretical 
perspectives and debates 
Descriptive Literature 
review 
O’Gorman 
(2005) 
Modern hospitality: Lessons 
from the past  
Journal of Hospitality and 
Tourism Management 
Descriptive Literature 
review 
Meyer 
(2006) 
Setting the table: The 
transforming power of 
hospitality in business 
Whole book Descriptive First-person 
reflection  
Morrison and 
O’Gorman 
(2006) 
Hospitality studies: 
Liberating the power of the 
mind  
CAUTHE conference paper  
 
Descriptive Literature 
review 
Brotherton 
and Wood 
(2007) 
Hospitality and hospitality 
management  
Chapter in book In Search of 
Hospitality:Theoretical 
perspectives and debates 
Descriptive/ 
Explorative 
Literature 
review 
Hemmington 
(2007) 
From Service to Experience: 
Understanding and Defining 
the Hospitality Business 
The Service Industries Journal Descriptive/ 
Explorative 
Literature 
review 
Lashley et al. 
(2007b) 
Ways of Knowing 
Hospitality   
Chapter in book Hospitality A 
Social Lens 
Descriptive/ 
Explorative 
Literature 
review 
Lashley 
(2008) 
Studying Hospitality: 
Insights from Social 
Sciences 
Scandinavian Journal of 
Hospitality and Tourism 
Descriptive/ 
Explorative 
Literature 
review 
Lugosi 
(2008) 
Hospitality spaces, 
hospitable moments: 
consumer encounters and 
affective experiences in 
commercial settings 
Journal of Foodservice Descriptive/ 
Explorative 
Literature 
review/ case 
study. 
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From the seventeen qualitative publications presented in Display 8, nine publications are (chapters 
of) books, seven are journal articles and one is a conference paper. Seven studies are descriptive, one 
is explorative and nine studies are a combination. In these combination studies, the descriptive parts 
present an overview of earlier publications, while the exploratory part further examines hospitality.   
The quantitative studies are presented in Display 9. The columns contain consecutively: authors and 
years of publications, titles, backgrounds, types of study, methods employed, 
references/repondents, and populations/contexts. 
Display 9 Methodological literature review of quantitative studies 
Authors  
(years) 
Titles Backgrounds Types of 
study 
Methods 
employed 
References/ 
respondents 
Populations/ 
contexts 
Hepple et 
al.   
(1990)  
The concept of 
hospitality and 
an evaluation of 
its applicability 
to the 
experience of 
hospital 
patients 
International 
Journal of 
Hospitality 
Management 
Descriptive/
explorative 
Literature 
review/ 
questionnaires  
Almost 400 
respondents  
Three UK  
hospitals 
Brotherton 
(2005) 
The nature of 
hospitality: 
Customer 
perceptions and 
implications 
Tourism and 
Hospitality 
Planning & 
Development 
Explorative 
pilot case 
study 
Interviews using 
a pre-designed 
questionnaire 
89 interviews Two UK hotels 
Ariffin et al. 
(2011) 
Understanding 
hotel hospitality 
and differences 
between local 
and foreign 
guests 
International 
Review of 
Business 
Research 
Explorative 
survey 
Literature 
review/ 
questionnaires 
324 
respondents 
Tourist 
attractions 
and shopping 
malls in Kuala 
Lumpur city 
centre 
Ariffin et al. 
(2012) 
A preliminary 
study on 
customer 
expectations of 
hotel 
hospitality: 
Influences of 
personal and 
hotel factors 
International 
Journal of 
Hospitality 
Management 
Survey Literature 
review/ 
questionnaires 
101 
respondents 
Hotel guests 
of four and 
five star 
hotels in 
Kuala Lumpur 
city. 
 
As depicted in Display 9, three of the four quantitative studies are, just like most of the studies in the 
qualitative literature review, descriptive and/or explorative in nature. Remarkably, no theoretical 
hypotheses were tested. A comparison between Display 8 and Display 9 makes clear that most of the 
hospitality studies are qualitative in nature. 
3.5 Integrative literature review 
The contents of the books and articles reported in Display 8 and Display 9 were analysed. The key 
contents are presented in Display 10. The two columns contain the authors and years of publications 
and the key contents, respectively. 
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Display 10 Integrative literature review 
Authors 
(years) 
Key contents  
Benveniste 
(1969) 
Describes hospitality as a compound of words from two families: hostis, meaning either 
guest or host; and postis, master.   
Nouwen 
(1975) 
Places hospitality in the concept of sharing. Shows how the word hospitality can give us a 
better insight in our relations to other people.   
Cassee and Reuland 
(1983) 
Describes the concept of hospitality and in particular its relevance to hospitals. 
Pfeifer 
(1983) 
Describes the necessity for the small hospitality business and states that it is vital for 
government, education, and trade organizations to create and promote opportunities for 
the small entrepreneur.  
Hepple et al.  
(1990) 
Shows that the concept of hospitality can be applied to hospitals and that those non-
medical aspects of hospitals which are important to making patients feel as ‘at home’ as 
possible in hospital can be identified and do meet with agreement from a relatively large 
sample of patients expressing their feelings during a hospital stay. 
King 
(1995) 
Reviews the literature of hospitality and proposes a model of hospitality. 
Brotherton 
(1999) 
Explores the essence of what is referred to as hospitality and its management. Reviews the 
definitions and perspectives in an attempt to create a clearer view. 
Derrida 
(2000) 
Tries to answer the questions the  word hospitality magnetizes: the historical, ethical, 
juridical, political  and economic questions of hospitality. 
Lashley  
(2000) 
Explores hospitality as a relationship based on host and guest. Advocates a breadth of 
definition which allows hospitality activities in ‘social’, ‘private’ and ‘commercial’ domains.  
Telfer 
(2000) 
Describes hospitableness as one way among others in which someone may choose to 
exercise various different more general virtues. 
Brotherton 
(2005) 
Explores the validity of a data collection instrument and procedure, based upon the use of 
associative and metaphorical projection techniques, for generating hotel guest perceptions 
of the physical and service aspects of hospitality within given environments. 
O’Gorman 
(2005) 
Describes how the study of the origins of hospitality has led to five dimensions of 
hospitality: honourable tradition, fundamental to human existence, stratified, diversified 
and central to human endeavour. 
Meyer 
(2006) 
Describes the transforming power hospitality can have in business. 
Morrison and 
O’Gorman 
(2006) 
Critiques the debate concerning the concept and nature as taught within a higher education 
framework. The intention is to stimulate further debate, dialogue and ultimately curriculum 
enrichment.  
Brotherton and Wood 
(2007) 
Identifies two dominant themes within hospitality:  hospitality as social control and 
hospitality as social and economic exchange. 
Hemmington 
(2007) 
Suggests a focus on the host-guest relationship, generosity, theatre and performance, lots 
of little surprises and the security of strangers. This focus will provide guests with 
experiences that are personal, memorable and add value to their lives. 
Lashley et al. 
(2007b) 
Provides a conceptual framework, the hospitality lens. It suggests that this lens can 
facilitate the study of hospitality in any social situation form strengthened social scientific 
perspective. 
Lashley 
(2008) 
Outlines, as a discussion paper, some of the thinking and developments in the study of 
hospitality from a number of different perspectives. 
Lugosi 
(2008) 
Considers the different dimensions of hospitality and distinguishes between the offer of 
food, drink, shelter and entertainment within commercial transactions, the offer of 
hospitality as a means of achieving social or political goals, and meta-hospitality – 
temporary states of being that are different from the rational manifestations.  
Ariffin et al. 
(2011) 
Compares the levels of expectations on hotel hospitality between local and foreign guests. 
Ariffin et al. 
(2012) 
Attempts to explain the influence of personal and hotel factors on the expectation level of 
hotel hospitality as well as to propose a scale to measure commercial hospitality for hotel 
services.  
 
Display 10 makes clear that, although a lot of things have been studied, there is no agreement on the 
most important things to be studied and their relationships when hospitality is concerned. 
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4. METHODOLOGY 
 
This chapter is about the research methodology of the thesis. Boeije (2012: 173) states: 
“Methodological accountability means that researchers accurately document what they have done, 
how it was done, and why it was done. By including a proper account for all activities, others can 
judge whether the outcomes can be trusted, and they can repeat the whole investigation if desired”. 
In this chapter, the following subjects will be documented: the research strategy (4.1), the data 
collection (4.2) and the data analysis (4.3).  
4.1 Research strategy 
In this subsection, the exploratory design (4.1.1), the focus on qualitative methods (4.1.2) and the 
positivist approach (4.1.3) are explained. 
4.1.1 Exploratory design 
This thesis focuses on hospitality. Lynch et al. (2011: 5), among others, state that there is neither a 
single definition of hospitality, nor is there a framework within which hospitality studies are situated 
(3.3.1, Display 5). The objective of this thesis is to triangulate the building of a conceptual framework 
of hospitality by employing a variety of data sources. This objective implies that hospitality has not 
yet been extensively examined and understood. Ghauri and Grønhaug  (2002: 48) state that if a 
concept has not been extensively examined respectively understood, an explorative design is most 
appropriate.  
4.1.2 Focus on qualitative methods 
Boeije (2012: 32) states: “When a study has an explorative nature, you need methods with a 
maximum of explorative power. Qualitative methods do live up to this because of their flexible 
approach”. In addition, Ghauri and Grønhaug  (2002: 87) argue that qualitative research is suitable to 
uncover and understand a phenomenon. Therefore, in this exploratory study to understand 
hospitality, the focus is on qualitative methods. 
4.1.3 Positivist approach 
As said above, this study has an explorative nature and (therefore) the focus is on qualitative 
methods. At the same time, the study follows a positivist approach. In the first place, the qualitative 
methods are employed to triangulate the building of a conceptual framework which can be used for 
quantitative research subsequently. In addition, in accordance with Hall et al. (2013: 18), deductive 
reasoning is employed with emphasis on rational, objective and logical thinking, and the methods to 
collect and analyse data are orderly and systematic. 
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4.2 Data collection 
As reported in 1.3.1, the objective of this thesis is to triangulate the building of a conceptual 
framework of hospitality by employing a variety of data sources. The triangulation is based on four 
data sources, namely: the etymology of the word hospitality, an editorial article on hospitality, a 
vision document of  a Dutch hospitality business school and a branding constellation conducted by 
the dean of this hospitality business school. In this subsection the data sources (4.2.1), the etymology 
(4.2.2), the editorial article (4.2.3), the vision document (4.2.4) and the branding constellation (4.2.5) 
are highlighted.   
4.2.1 Data sources 
Ghauri and Grønhaug (2002: 76) distinguish between secondary and primary data. Secondary data 
are data collected by others; primary data are original data collected for the research problem at 
hand. In this study, secondary data as well as primary data have been employed. The analysis of the 
etymology, the article and the vision document are based on secondary data; the branding 
constellation provided original, primary data. 
4.2.2 Etymology 
The way the data for this part of the study are collected is described in subsections 3.1 and 3.2.   
4.2.3 Editorial article 
A text analysis on an editorial article is carried out as part of this thesis. The article which is analysed 
is “Theorizing hospitality” (Lynch et al., 2011). It is the editorial article at the introduction of their 
new Hospitality & Society journal. This article was chosen, because it corresponds to the objective of 
this thesis for two reasons.  
Lynch et al. (2011: 5) posed the question: “What does hospitality mean and how should it be 
studied?”. In addition, they emphasise the lack of a conceptual framework within which hospitality 
studies are situated. The objective of this thesis (see also 1.3.1) is to triangulate the building of a 
conceptual framework of hospitality by employing a variety of data sources. As reported in 1.3.1, 
triangulation can produce a more complete, holistic and contextual portrait of the subject under 
study. By creating this portrait of hospitality, a contribution to answer the main thesis question “How 
to build a triangulated conceptual framework of hospitality?” is made.   
In addition, Lynch et al. (: 15) particularly welcome new approaches to study hospitality. This call for 
new ways to look at hospitality fits well with this thesis: as indicated in 2.2.3, in this thesis a branding 
constellation is, among other methods, used to triangulate the building of a conceptual framework of 
hospitality.  
4.2.4 Vision document  
In this study, the vision document of the Saxion Hospitality Business School (HBS) is analysed. HBS 
aspires to be “THE Dutch Hospitality Business School in 2020” (HBS Business plan 2012-2016). In 
order to realise this ambition, HBS has written a vision document. In this document, called “Visie op 
hospitality, business, onderwijs en onderzoek”, the HBS vision on e.g. hospitality is described. 
Therefore, this document is analysed in this study. The HBS vision document can be found on the 
attached USB-stick in the folder “Vision document”.  
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HBS  is one of the twelve academies of Saxion University of Applied Sciences and offers bachelor 
programmes in hotel management, tourism management, facility management and a short bachelor 
programme called the academic hospitality programme (www.saxion.nl). HBS offers the following 
master programmes: facility and real estate management, and business administration and 
management. The programmes are offered full time and part time, in English as well as in Dutch. HBS 
has approximately 2.200 students and close to 130 full-time employees. The employees work in eight 
different teams, all led by a team manager. The management team consists of a dean and a manager.  
4.2.5 Branding constellation  
As reported in 4.2.4, HBS educates hospitality and aspires to be “THE Dutch Hospitality Business 
School” in 2020. This means that (the management of) HBS is constantly optimising hospitality. 
Therefore, HBS was invited for the branding constellation on hospitality in this study, which was 
accepted by the HBS dean.  
In Appendix 1, the general procedure of the branding constellations as they were conducted in Jurg’s 
(2010) study is described. January 17th 2013, two branding constellations were conducted. The first 
was on hospitality. The second constellation was on one of the HBS teams. The latter is not analysed, 
because it did not fit within the scope of this study. The films of the branding constellation can be 
found on the attached USB stick in the folder “Branding constellation”. In Appendix 4, an extensive 
description of the introduction phase of the branding constellation is presented. Although the 
general procedure of the branding constellations was not exactly followed in this study, below, the 
branding constellation is described in line with the general phases: the introduction phase (4.2.5.1), 
the projection phase (4.2.5.2), the intervention phase (4.2.5.3), the vision phase (4.2.5.4) and the 
debriefing phase (4.2.5.5). 
4.2.5.1 Introduction phase 
The branding constellation started with a dialogue between the HBS dean and the facilitator in the 
presence of the researcher at HBS on January 8th , 2013. As a result of this dialogue, the following 
constellation question was formulated: “Which elements play a crucial role in reaching the status of 
THE Dutch Hospitality Business School ?” This is a major branding problem of HBS. The assumption is 
that this status could be reached by a deeper understanding of hospitality.   
For many years, HBS graduates have been recognised as thinkers who get things done (HBS Business 
plan 2012-2016); in other words, they use their mind and their manual skills. In order to fulfil the 
before mentioned aspiration, the combination of mind and manual skills is completed by adding “the 
heart”. Following the Swiss pedagogue and philosopher Pestalozzi (1746-1827), the basis for the 
education and research in the years ahead is: “Hands on, minds on, hearts on”. It is from this 
conviction, the HBS staff contributes to a (more) hospitable world. In an attempt to bring this 
conviction to life, the HBS management team addressed the following four key words concerning 
hospitable behaviour: “Social cohesion”, “100% Ownership”, “Sincere interest” and “Give and receive 
feedback” (Hulpmiddel HBS gesprekscyclus 2012 – 2013).  
On the basis of the above mentioned information by the dean, the facilitator suggested the elements 
1-5 for the branding constellation, which are depicted in Display 11. In addition, element 6, which 
was a result of the researcher’s literature study, was added. Although the communication between 
the HBS dean and the facilitator was in Dutch, below, the elements are presented in English. In 
Appendix 4, the original Dutch names of the elements can be found as well. 
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Display 11 Facilitator’s first suggestion concerning the elements for a branding constellation by the dean of a hospitality 
business school  (January 9
th
) 
Element numbers Branding constellation elements in English 
1.  Hospitality 
2.  Social cohesion 
3.  Sincere interest 
4.  100% Ownership 
5.  Give and receive feedback  
6.  Eventually other elements from the etymological research of the word hospitality.  
 
In Appendix 4, the development of the suggested elements from January 9th towards the start of the 
constellation on January 17th is depicted.  
This development led to a list of possible elements for the branding constellation, depicted in Display 
12. The columns one through three present the element numbers, the element codes (corresponding 
to the first letter of the Dutch element name) and the elements in English, respectively.  
Display 12 Possible elements for a branding constellation by the dean of a hospitality business school (January 17
th 
start of 
the branding constellation) 
Element numbers Codes Branding constellation elements in English  
1.  G Hospitality 
2.  O Sincere interest  
3.  E 100% Ownership 
4.  A Give and receive feedback  
5.  L Loyalty 
6.  M Mastership 
7.  T Transformation from unknown to known 
8.  W Reciprocity  
9.  C Social cohesion 
10.  B Transformation of the guest (as a result of the interaction process) 
11.  H Transformation of the host (as a result of the interaction process) 
12.  S Saxion Business School 
13.  SH Saxion Hospitality Business School. 
 
The element numbers 1-5 in Display 12 were given by the dean; the elements 6-8 came from the 
researcher’s literature study. As an experiment, the latter were not known to the dean during the 
preparation. The elements 9, 12 and 13 did not seem to be the most important ones, but could be 
useful because they were mentioned in the dialogue at January 8th . The elements 10 and 11 were 
added because they  came indirectly from the literature review.  
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Twenty five people attended the hospitality branding constellation; twenty one of the attendees 
were invited by the facilitator and four by the researcher. In addition to these twenty five attendees, 
the following people were present: the HBS dean, the HBS manager, the facilitator and his business 
partner, two people to film the constellations and the researcher. The HBS dean chose and 
positioned the elements. The twenty five people mentioned above were blanks as they neither knew 
the dean nor the research question.  
4.2.5.2 Projection phase 
As usual in branding constellations, the brander (here the 
dean) selected people from the group of blanks to take the 
role of the elements agreed upon. In the projection phase 
of the branding constellation, the dean positioned the 
element numbers 1-5 (see Display 12). Picture 1 shows the 
positioning of “Hospitality” (G) by the dean. The facilitator 
questioned the stand-ins on their emotions and asked for 
instance, how they felt about their position, to whom they 
felt attracted, and from whom they would like to move 
away. The emotional feedback was assumed to reveal 
feedback loops between the positioned elements. The 
expressed emotions were employed by the facilitator as 
systems metaphors stimulating the HBS dean and the HBS 
manager to identify the core elements of hospitality.  
4.2.5.3 Intervention phase 
During the intervention phase the facilitator deepened the systems metaphors by conducting 
interventions to identify and improve the relationships among the stand-ins. First, by repositioning 
stand-ins (see Picture 2) to reveal the emergent patterns identified by the facilitator. Second, by 
explicating the implicit emotions (see Picture 3) of stand-ins he has the impression that they might 
not fully express the emotions experienced.   
 
   
 
 
 
 
 
 
 
G 
 
L 
Hospitality (G) 
Picture 2 Facilitator asks “100% Ownership” what is the 
best position for him 
Picture 3 Facilitator asks “Loyalty” to explicate his 
implicit emotions 
Loyalty (L) Loyalty (L) 
Hospitality (G) 
Hospitality (G) 
100% Ownership (E) 
Picture 1 Dean positions “Hospitality” 
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4.2.5.4 Vision phase 
The final configuration of a branding constellation is called the vision constellation. In the vision 
phase, the focus is generally on new brand elements to reveal configurations with positive and/or 
negative feedback loops. In the branding constellation, “Mastership” (M) (see Display 12) was added 
in this phase. However, it was also removed again as the dean did not feel a connection with this 
element. Display 13 and Picture 4 depict the (five  elements of) the vision constellation.  
Display 13 Elements in the vision constellation based on a branding constellation by the dean of a hospitality business 
school 
Element numbers Codes Branding constellation elements in English 
1.  G Hospitality 
2.  L Loyalty 
3.  O Sincere interest  
4.  E 100% Ownership 
5.  A Give and receive feedback. 
 
 
4.2.5.5 Debriefing phase  
In the debriefing phase the facilitator asked the dean to explain the company, the branding problem 
and the roles of the stand-ins to help the stand-ins to understand their emotions. The stand-in 
reflection on their experiences was also helpful for improved understanding of the hospitality 
constellation. The branding constellation procedure was formally closed in this phase.  
Loyalty (L) 
Hospitality (G) 
Give and receive  
feedback (A) 
Sincere interest (O) 
100% Ownership (E) 
Picture 4 Hospitality vision constellation 
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4.3 Data analysis 
Data analysis consists of examining, categorizing, tabulating, testing or otherwise recombining both 
quantitative and qualitative evidence to address the initial propositions of a study (Yin, 2003: 109). In 
this subsection the analysis of the etymology (4.3.1), the editorial article (4.3.2), the vision document 
(4.3.3) and the branding constellation (4.3.4) are highlighted. 
4.3.1 Etymology 
The first steps in the etymological literature search are described in 3.1 and 3.2. As a result of these 
steps, the texts reported in Display 4 were found. As subsection 3.2 made clear, there seems to be an 
internal ambivalence within the word hospitality between on the one hand reciprocity and equality 
and on the other hand domination and power.   
As indicated in 1.3.1, the objective of this thesis is to triangulate the building of a conceptual 
framework of hospitality by employing a variety of data sources. Miles and Huberman (1994: 18) 
state that a conceptual framework explains the main things to be studied and the presumed 
relationships among them. So, first, the main things to be studied are presented (4.3.1.1). Then, the 
presumed relationships among the main things to be studied (4.3.1.2) and the conceptual framework 
(4.3.1.3) are addressed.    
4.3.1.1 Main things to be studied  
The main things to be studied were revealed by close reading the text parts from the etymology as 
presented in Display 4. Close reading consists in mindfully extracting and internalizing the important 
meanings implicit in a text (Paul and Elder, 2008: 9). In this context, the meanings of the words hostis 
(xenos or ghosti) and postis (despótes  or poti) were extracted. Finally, a sub conclusion was drawn 
for each text. As Miles and Huberman (1994: 18-21) employ substantives to describe the main things 
to be studied in their examples of conceptual frameworks, in this study the sub conclusions are also 
formulated by means of substantives. As a result of this part of the study, an overview of the 
substantives coming from hostis and the substantives coming from postis derived from four 
etymological text parts is presented: Benveniste (1969), Nouwen (1975), Derrida (2000), O’Gorman 
(2006) based on Display 4 in section 3.2.  
Positivist approaches hold that understanding arises through the identification of non-random 
variation and that frequency is an indicant of importance; the more a phenomenon occurs, the more 
likely it is non-random and thus important (Lacity and Janson, 1994: 142). In this study, the texts 
from Display 4 were analysed on the presence and frequency of the above mentioned substantives 
coming from hostis and postis with the help of “Foxit Reader”, using the options “Tools”, “Search” 
and “Whole words only”. The articles of Derrida (2000) and O’Gorman (2006) were analysed in this 
study. As the work of Nouwen (1975) is a book, only the subsection about the etymology of the word 
hospitality  was employed for the analysis. The original text of Benveniste (1969) is in French. Lacity 
and Janson (1994: 142) state that text interpretation is straightforward except when language 
ambiguities are encountered. Therefore, Johnson’s (2010: 2-3) English translation of Benveniste’s 
text is used in this thesis. This part of the study was finished with the presentation of the 
substantives coming from hostis  and postis in four etymological articles ordered by frequency.
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In the next step of the analyses, all sentences in which the before mentioned substantives were 
found, were judged on their content by close reading. For each sentence, it was denoted whether 
the sentence revealed information about the true meaning of the hospitality concept. Finally, to 
avoid random variation, all substantives that only occurred once were eliminated. By doing so, the 
remaining substantives were considered to be non-random and thus important. This part of the 
study was finished with the presentation of the non-random frequency of the substantives coming 
from hostis and postis in four etymological articles based on close reading. These substantives were 
considered the main things to be studied. 
4.3.1.2 Presumed relationships among the main things to be studied 
The next step was to reveal the presumed relationships among the main things to be studied. To 
avoid double measuring of presumed relationships, first, all sentences that occurred more than once 
were eliminated. Next, sentences with only one substantive coming from hostis or postis were 
excluded, because in this situation no relationships among substantives could be scored. Then, 
through close reading, all applicable sentences were scored on an ordinal bipolar five-point scale 
from ‘-2’ to ‘+2’ based on Jurg (2010: 95-96). Display 14 presents the legend to score the 
relationships of the main things to be studied. The legend is based on Roossien (2012: 28).  
Display 14 Legend relationship scores presumed relationships (Roossien, 2012: 28)  
Scores Interpretations Indications 
+2 
The sentence indicates a very positive 
relationship between two things to be studied 
Specified positive relationships among key 
substantives, such as synonyms  
+1 
The sentence indicates a moderately positive 
relationship between two things to be studied 
Balanced relationships among key substantives, 
such as the same linguistic roots  
 0 
The sentence indicates a neutral or ambivalent 
relationship between two things to be studied  
Relationships among key substantives, that 
indicate no positive or negative relationship or 
both a positive and a negative relationship 
-1 
The sentence indicates a moderately negative 
relationship between two things to be studied 
Unbalanced relationships among key substantives, 
such as opposite perspectives or tension  
-2 
The sentence indicates a very negative 
relationship between two things to be studied 
Specified negative relationships among key 
substantives. 
 
Subsequently, the average scores were calculated. Display 15 presents the legend total relationship 
scores. The standardised interpretations of Jurg (2010: 99) are employed.  
Display 15 Legend total relationship scores presumed relationships (Jurg, 2010: 99) 
Scores Interpretations Visualisation  
+1.2 – +2.0 The relationship between two things to be studied is very positive   
+0.4 – +1.2 The relationship between two things to be studied is moderately positive   
-0.4 – +0.4 The relationship between two things to be studied is neutral or ambivalent   
-1.2 – -0.4 The relationship between two things to be studied is moderately negative  
-2.0 – -1.2 The relationship between two things to be studied is very negative  
 
If an average score of 0 is based on one or more 0-scores, it is called neutral. This is not visualised in 
the framework. If an average score of 0 is based on the combination of positive and negative scores, 
it is called ambivalent and visualised in the framework.  
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The colours to visualise the relationships are in line with Clarke and Costall (2007: 407-408) who 
indicate the colour green as comfortable and soothing, red as highly emotive, relating to anger and 
grey as lacking emotion, neutral.  
4.3.1.3 Conceptual framework 
Finally, the main things to be studied and their presumed relationships were combined to a 
conceptual framework. In line with Choy (2005: 61), the main things to be studied are presented as 
circles. Following the positivist approach that frequency is an indicant of importance (see 4.3.1.1), 
the more a substantive occurred, the bigger the circle is presented in the framework. The 
relationships are visualised in line with Display 15.  
4.3.2 Editorial article 
In this part of the study, the editorial article of the new Hospitality & Society journal, by Lynch et al. 
(2011) is analysed. Again, this way of working follows Miles and Huberman (1994: 20) who state that 
conceptual frameworks are simply the current version of the researcher’s knowledge of the territory 
being investigated. This subsection starts with the main things to be studied (4.3.2.1). Afterwards, 
the presumed relationships among the main things to be studied (4.3.2.2) and the conceptual 
framework (4.3.2.3) are highlighted. 
4.3.2.1 Main things to be studied 
First, the article was analysed on the presence and frequency of the substantives coming from hostis 
and postis which were revealed by the etymology. This was done with the help of “Foxit Reader”, 
using the options “Tools”, “Search” and “Whole words only”. This part of the study was finished with 
the presentation of the substantives coming from hostis and postis found in the article ordered by 
frequency.  
Lynch et al. (2011 : 4) state that their intention is to share insights in the concept of hospitality 
derived from various backgrounds. Therefore, in the next step of the analysis, all sentences in which 
the before mentioned substantives were found were judged on their content. For each sentence, it 
was analysed if the sentence gave insight in the concept of hospitality, and if so, which insight. 
Finally, to avoid random variation, all substantives that only occurred once were eliminated. By doing 
so, the remaining substantives were considered to be non-random. This part of the study was 
finished with the presentation of the non-random frequency of the substantives coming from hostis 
and postis in the editorial article by Lynch et al. (2011) based on close reading. These substantives 
were considered the main things to be studied. 
4.3.2.2 Presumed relationships among the main things to be studied 
The next step was to reveal the presumed relationships among the main things to be studied. To 
avoid double measuring of presumed relationships, first, all sentences that occurred more than once 
were eliminated. Next, all sentences with only one of the remaining substantives (coming from hostis 
or postis) were excluded, because in this situation no relationships among substantives could be 
scored. Then, through close reading, all applicable sentences were scored on an ordinal bipolar five-
point scale from ‘-2’ to ‘+2’ based on Jurg (2010: 95-96). The (total) relationship scores are in line 
with the analysis of the etymology as presented in Display 14 and Display 15 (see 4.3.1.2).   
4.3.2.3 Conceptual framework 
Finally, the main things to be studied and their presumed relationships were combined to a 
conceptual framework. The way of working was exactly equal to what is described in 4.3.1.3. 
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4.3.3 Vision document 
In this part of the study, the HBS vision document “Visie op hospitality, business, onderwijs en 
onderzoek” was analysed. First, the main things to be studied (4.3.3.1) are discussed. Then, the 
presumed relationships among the main things to be studied(4.3.3.2) and the conceptual framework 
(4.3.3.3) are presented. 
4.3.3.1 Main things to be studied  
The above mentioned vision document is written in Dutch. As reported in 4.3.1.2, Lacity and Janson 
(1994: 142) state that text interpretation is straightforward except when language ambiguities are 
encountered. Therefore, the analysis was done in Dutch.  
First, the chapter “Hospitality Business” (: 19-23) of the vision document was analysed on the 
presence and frequency of the substantives coming from hostis and postis which were found in the 
etymology. This was done with the help of “Foxit Reader”, using the options “Tools”, “Search” and 
“Whole words only”. This chapter was chosen, because the HBS vision on hospitality is discussed in 
this part of the document. The substantives from the etymology were translated in Dutch with the 
help of the Van Dale dictionary (www.vandale.nl). The first Dutch translation of each English 
substantive was used in this analysis. This part of the study was finished with the presentation of the 
substantives coming from hostis and postis found in the vision document ordered by frequency.   
Finally, to avoid random variation, all substantives that only occurred once were eliminated. By doing 
so, the remaining substantives were considered to be non-random and thus the main things to be 
studied. This part of the study was finished with the presentation of the non-random frequency of 
the substantives coming from hostis and postis in the vision document. 
In the next step, the chapter “Hospitality business” (:  19-23) of the vision document was analysed on 
the presence and frequency of the word “hospitality” with the help of “Foxit Reader”, using the 
options “Tools”, “Search” and “Whole words only”.  As the English word “hospitality” and the Dutch 
word “gastvrijheid” are used interchangeably in this document, the above procedure described for 
the word “hospitality” was also executed for the word “gastvrijheid”. This part of the study was 
finished with the presentation of the frequency of the words “hospitality” and “gastvrijheid” (Dutch 
for “hospitality”) in the vision document.  
Then, all sentences in which the words “hospitality” and “gastvrijheid” were found, were judged on 
their content. For each sentence, it was asked if the sentence gave insight in the concept of 
hospitality, and if so, which insight. All sentences that gave no insight in the concept were excluded. 
Subsequently, the double sentences were eliminated. 
In the following step, the remaining sentences were analysed by close reading. As indicated in 
4.3.1.1, Miles and Huberman (1994: 18-21) employ substantives to describe the main things to be 
studied in their examples of conceptual frameworks. Therefore, in this study the sub conclusions 
were also formulated by means of substantives. Just like the substantives coming from hostis and 
postis, the substantives were expressed in singular here. Finally, to avoid random variation, again all 
substantives that only occurred once were eliminated. This part of the study was finished with the 
presentation of the non-random frequency of substantives coming from “hospitality” and 
“gastvrijheid” found in the vision document. These were considered the main things to be studied. 
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4.3.3.2 Presumed relationships among the main things to be studied 
The next step was to reveal the presumed relationships among the main things to be studied. In the 
first place all sentences with only one of the remaining substantives were excluded, because in this 
situation no relationships among substantives could be scored. Then, through close reading, all 
applicable sentences were scored on an ordinal bipolar five-point scale from ‘-2’ to ‘+2’ based on Jurg 
(2010: 95-96). The (total) relationship scores are in line with the Display 14 and Display 15 (see 
4.3.1.2).   
4.3.3.3 Conceptual framework 
Finally, the main things to be studied and their presumed relationships were combined to a 
conceptual framework. The way of working was exactly equal to what is described in 4.3.1.3. 
4.3.4 Branding constellations 
As reported in 1.2, a branding constellation is, among other methods, employed to study hospitality 
in this thesis. This subsection covers the main things to be studied (4.3.4.1), the presumed 
relationships among the main things to be studied (4.3.4.2) and the conceptual framework (4.3.4.3). 
4.3.4.1 Main things to be studied 
As indicated in 4.2.5.1, in the introduction phase the following constellation question was 
formulated: “Which elements play a crucial role in reaching the status of THE Dutch Hospitality 
Business School?” The assumption is that this status could be reached by a deeper understanding of 
hospitality. Therefore, a branding constellation was conducted.   
As reported in 4.2.5.4, the final configuration of a branding constellation is called the vision 
constellation. Display 13 and Picture 4 present  the (five elements of) the vision constellation (see 
4.2.5.4). These five elements are considered to be the main things to be studied and their 
relationships in the configuration are addressed as if they were the relationships among the 
substantives, based on Jurg (2010: 35). 
4.3.4.2 Presumed relationships among the main things to be studied 
In order to reveal the presumed relationships among the elements, the bilateral test-retest reliability 
measurement was employed to analyse the transcriptions of the films of the branding constellation. 
The standardised measurements by predecessor Van Reij  (2010: 36) were used. The transcription of 
the branding constellation was imported in the excel file after which the measurement could be 
carried out employing the instructions in the standardised excel file. Not all statements were suitable 
for measuring. Display 16 presents an overview of the not applicable statements. The first four not 
applicable statements were based on Roossien (2012: 28), the last two statements were added.  
Display 16 Legend not applicable statements relationship scores  
Not applicable statements for measuring the presumed relationships  
1. Statements of a stand-in in second person, for example: "he has a connection with him". The relationship 
of the stand-in to or regarding another stand-ins are taken into account 
2. Incomplete sentence, single words, or stopgaps are not taken into account 
3. Not understandable statements are shown as [ ] 
4. 
Non-verbal statements were only noted if they were different from the verbal, but not taken into account 
for the scores 
5. 
Because the relationship between the five elements of the vision constellation had to be measured, 
statements of the facilitator, the dean, and the public were not taken into account 
6. 
Statements of a stand-in that do not give information about the stand-in's relation with other stand-ins; 
for example: a remark of a stand-in who is the first in the constellation, or a remark about the procedure. 
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The standardised excel file also prescribes a legend for scoring bilateral relationships (Display 17). 
This display is based on Jongsma (2011: 24).  
Display 17 Legend relationship scores statements (Jongsma, 2011: 24) 
Scores Interpretations Indications 
+2 
The statement of the stand-in of an element indicates a very positive 
relationship with another stand-in of an element in the branding 
constellation  
Specific positive statements such 
as “fine” and “I am focused on…” 
+1 
The statement of the stand-in of an element indicates a positive 
relationship with another stand-in of an element in the branding 
constellation 
Implicit positive statements such 
as “come to me” and “it feels 
good” 
 0 
The statement of the stand-in of an element indicates a neutral or 
ambivalent relationship with another stand-in of an element in the 
branding constellation 
Neutral or ambivalent statements 
such as “it feels neutral” and “it 
feels good, but…”, respectively 
-1 
The statement of the stand-in of an element indicates a negative 
relationship with another stand-in of an element in the branding 
constellation 
Implicit negative statements such 
as “not so good” and “tension” 
-2 
The statement of the stand-in of an element indicates a very negative 
relationship with another stand-in of an element in the branding 
constellation 
Specific negative statements such 
as “unpleasant” and “hostile”. 
 
All applicable statements of the stand-ins of an element were scored. The standardised excel file 
calculated the average scores. As reported in 4.3.4.1, the five elements of the branding  constellation 
were considered to be the main things to be studied. As a result of this, the total relationship scores 
are in line with the analysis of the etymology as presented in Display 15 (see 4.3.1.2).   
4.3.4.3 Conceptual framework 
Finally, the main things to be studied (the elements in the vision constellation) and their presumed 
relationships were combined to a conceptual framework on. Again, following Choy (2005: 61), the 
main things to be studied are presented as circles. Following the positivist approach that frequency is 
an indicant of importance (see 4.3.1.1), the more applicable statements a stand-in made to (an)other 
stand-in(s) from the vision constellation, the bigger the circle was presented in the framework. The 
relationships were visualised in line with Display 15 (see 4.3.1.2).  
Unlike in the previous frameworks, in this framework the relationship of A to B was not necessarily 
equivalent to that of B to A. Therefore, arrows were added to specify the direction of the 
relationship. Furthermore, the stand-ins filled out a questionnaire on their relationships. These 
findings are displayed in the discussion on the construct validity of the branding constellation (6.3.2).  
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5. FINDINGS 
 
In this chapter, the findings from the following data sources are documented: the etymology (5.1), 
the editorial article on hospitality in the new Hospitality & Society journal by Lynch et al. (2011) (5.2), 
the hospitality business school vision document (5.3) and the branding constellation (5.4). 
5.1 Etymology 
In this subsection, the following subjects are explored: the main things to be studied (5.1.1), the 
presumed relationships among the main things to be studied (5.1.2) and the conceptual framework 
(5.1.3). This subsection presents a summary, the complete findings are depicted in Appendix 5. 
5.1.1 Main things to be studied 
First, the text parts from the etymology as presented in Display 4 were analysed by close reading. 
Display 18 presents the substantives coming from hostis (xenos or ghosti) and postis (despótes or 
poti) which were found as a result of this part of the study.  
Display 18 Substantives coming from hostis  and postis derived from four etymological text parts  
Substantives coming from hostis/xenos/ghosti  Substantives coming from postis/despótes/poti 
1. Army 1. Domination 
2. Enemy 2. Master 
3. Equality 3. Power. 
4. Guest  
5. Host  
6. Hostility  
7. Reciprocity  
8. Sacrifice  
9. Stranger  
 
Next, the full texts of the most relevant four articles (see Display 4) were analysed on the presence 
and frequency of the substantives reported in Display 18. Display 19 depicts the frequencies of the 
substantives coming from hostis and postis in the four etymological articles.  
Display 19 Frequencies of the substantives coming from hostis and postis in the four etymological articles  
Substantives Johnson 
(2010) 
Nouwen 
(1975) 
Derrida 
(2000) 
O’Gorman 
(2005) 
Sum 
Coming from hostis/xenos/ghosti 
1. Army 0 0 0 1 1 
2. Enemy 0 0 0 2 2 
3. Equality 2 0 0 0 2 
4. Guest 2 2 5 23 32 
5. Host 2 3 3 13 21 
6. Hostility 0 1 1 0 2 
7. Reciprocity 4 0 0 5 9 
8. Sacrifice 0 0 0 1 1 
9. Stranger 2 3 3 15 23 
Coming from postis/despótes/poti 
1. Domination 1 0 0 0 1 
2. Master 3 0 0 1 4 
3. Power 2 1 0 0 3 
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As reported in 4.3.1.1, Lacity and Janson (1994: 142) state that text interpretation is straightforward 
except when language ambiguities are encountered. Therefore, Johnson’s (2010: 2-3) English 
translation of Benveniste’s text is used in this thesis. As a result of this, Johnson’s name and year of 
publication are depicted in the second column of Display 19. 
Display 20 presents the substantives from hostis and postis in four etymological articles ordered by 
frequency.  
Display 20 Substantives coming from hostis and postis in the four etymological articles ordered by frequency 
Substantives Frequencies Coming from 
1. Guest 32 hostis/xenos/ghosti 
2. Stranger 23 hostis/xenos/ghosti 
3. Host 21 hostis/xenos/ghosti 
4. Reciprocity 9 hostis/xenos/ghosti 
5. Master 4 postis/despótes/poti 
6. Power 3 postis/despótes/poti 
7. Enemy 2 hostis/xenos/ghosti 
8. Equality 2 hostis/xenos/ghosti 
9. Hostility 2 hostis/xenos/ghosti 
10. Army 1 hostis/xenos/ghosti 
11. Domination 1 postis/despótes/poti 
12. Sacrifice 1 hostis/xenos/ghosti. 
 
Display 20 shows that “Guest”, “Stranger” and “Host” were the most frequently found substantives.  
In the next step of the analysis, all sentences in which the before mentioned substantives were 
found, were closely read on their content (see Appendix 5 ). 
Display 21 presents three examples of this judgement for sentences with the substantive “Guest”.  
Display 21 Examples of the close readings of the etymological information in full sentences with the substantive “Guest” 
Sentence 
numbers 
Authors 
and pages 
Full sentences with the 
substantive “Guest” 
Close readings Sub conclusions: 
information about 
the etymology of the 
word hospitality 
1.  Johnson 
(: 3) 
This is a compound of words 
from two families:  hostis, 
meaning either guest or host; 
and postis, master. 
Here, the author explains 
that the word ‘hospitality’ 
combines the Latin words 
hostis and postis. 
Yes 
2.  Johnson 
(: 3) 
 
There is a gift-giving relationship 
that establishes an equality, and 
so the same word can be used 
for both host and guest. 
Here, the author gives an 
explanation about the 
Latin word hostis. 
Yes 
3.  O’Gorman 
(: 147) 
In departure, the guest is 
transformed once again into a 
friend or enemy. 
Here, the author explains 
how hospitality was seen 
in the New Testament.  
No. 
 
The close readings above led to sentences with etymological information on hospitality. Display 22 
shows the frequencies of the substantives coming from hostis and postis in sentences with 
etymological information.  
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Display 22 Frequencies of the substantives coming from hostis and postis in the four etymological articles based on close 
reading 
Substantives Johnson 
(2010) 
Nouwen 
(1975) 
Derrida 
(2000) 
O’Gorman 
(2005) 
Sum 
Coming from hostis/xenos/ghosti 
1. Army 0 0 0 1 1 
2. Enemy 0 0 0 1 1 
3. Equality 2 0 0 0 2 
4. Guest 2 1 1 5 9 
5. Host 2 1 0 6 9 
6. Hostility 0 0 1 0 1 
7. Reciprocity 4 0 0 2 6 
8. Sacrifice 0 0 0 1 1 
9. Stranger 2 0 0 4 6 
Coming from postis/despótes/poti 
1. Domination 1 0 0 0 1 
2. Master 3 0 0 1 4 
3. Power 2 0 0 0 2 
 
Next, Display 23 depicts the rank ordered frequencies of the substantives coming from hostis and 
postis in sentences with etymological information. 
Display 23 Rank ordered frequencies of the substantives coming from hostis and postis in the four etymological articles 
based on close reading 
Substantives Frequencies Coming from 
1. Guest 9 hostis/xenos/ghosti 
2. Host 9 hostis/xenos/ghosti 
3. Reciprocity 6 hostis/xenos/ghosti 
4. Stranger 6 hostis/xenos/ghosti 
5. Master 4 postis/despótes/poti 
6. Equality 2 hostis/xenos/ghosti 
7. Power 2 postis/despótes/poti 
8. Army 1 hostis/xenos/ghosti 
9. Domination 1 postis/despótes/poti 
10. Enemy 1 hostis/xenos/ghosti 
11. Hostility 1 hostis/xenos/ghosti 
12. Sacrifice 1 hostis/xenos/ghosti. 
 
As indicated in 4.3.1.1, finally, to avoid random variation, all substantives that only occurred once 
were eliminated; thus “Army”, “Domination”, “Enemy”, “Hostility” and “Sacrifice” were eliminated. 
The remaining substantives (Display 24) were considered the main things to be studied. 
Display 24 Main things to be studied and their frequencies based on the etymology of the word hospitality 
Main things Frequencies Coming from 
1. Guest 9 hostis/xenos/ghosti 
2. Host 9 hostis/xenos/ghosti 
3. Reciprocity 6 hostis/xenos/ghosti 
4. Stranger 6 hostis/xenos/ghosti 
5. Master 4 postis/despótes/poti 
6. Equality 2 hostis/xenos/ghosti 
7. Power 2 postis/despótes/poti. 
38 
Display 24 shows that “Guest”, “Host”, “Reciprocity”, “Stranger”, “Master”, “Equality” and “Power” 
are the seven main things to be studied based on the etymology analysis.  
5.1.2 Presumed relationships among the main things to be studied  
The next step was to find the presumed relationships among the main things to be studied. First, all 
sentences that occurred more than once were eliminated. Thereafter, sentences with only one 
substantive coming from hostis or postis were excluded. Then, through close reading, all applicable 
sentences were scored in line with Display 14 (see 4.3.1.2).  
Display 25 presents two examples of the scoring. The complete scoring is addressed in Appendix 5. 
Display 25 Examples of relationship scores by close readings of the applicable sentences 
Sentence 
numbers 
Full sentences  Close readings Relationships  Scores 
1. This is a compound 
of words from two 
families:  hostis, 
meaning either 
guest or host; and 
postis, master. 
Host and guest are employed as synonyms. 
This indicates a very positive relationship 
between the two.  
Host - Guest +2 
The relationships between guest and master 
and between host and master, are not 
indicated positive or negative. This implies a 
neutral relationship between guest and 
master and between host and master. 
Guest - Master 0 
Host - Master 0 
2. There is a gift-giving 
relationship that 
establishes an 
equality, and so the 
same word can be 
used for both host 
and guest. 
 
Host and guest are employed as synonyms. 
This indicates a very positive relationship 
between the two.  
Host -  Guest 
 
+2 
 
The relationships between equality and host 
and between equality and guest are not 
indicated positive or negative. This indicates a 
neutral relationship between equality and 
host and between equality and guest. 
Equality - Host 
 
0 
 
Equality - Guest 0 
 
Subsequently, the average scores were calculated. These are presented in Display 26. 
Display 26 Average relationship scores of the main things to be studied based on the etymology of the word hospitality 
Relationships Scores Interpretations 
1. Host - Guest +1.7 The relationship between Host and Guest is very positive 
2. Guest - Stranger +1.3 The relationship between Guest and Stranger is very positive 
3. Host - Stranger +1.3 The relationship between Host and Stranger is very positive 
4. Equality - Guest 0 The relationship between Equality and Guest is neutral  
5. Equality - Host  0 The relationship between Equality and Host is neutral 
6. Guest - Master 0 The relationship between Guest and Master is neutral  
7. Host - Master 0 The relationship between Host and Master is neutral  
8. Reciprocity - Equality 0 The relationship between Reciprocity and Equality is neutral  
9. Reciprocity - Stranger 0 The relationship between Reciprocity and Stranger is neutral  
10. Equality - Power -1.0 The relationship between Equality and Power is moderately negative 
11. Reciprocity - Power -1.0 The relationship between Reciprocity and Power is moderately negative 
12. Reciprocity - Master -2.0 The relationship between Reciprocity and Master is very negative. 
 
As reported in 4.3.1.2, if an average score of 0 is based on one or more 0-scores, it is called neutral 
and it is not visualised in the framework. 
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5.1.3 Conceptual framework 
The main things to be studied from the etymology (see 5.1.1) and their presumed relationships (see 
5.1.2) were combined to a conceptual framework. In line with Choy (2005: 61), the main things to be 
studied are presented as circles. Following the positivist approach that frequency is an indicant of 
importance (see also 4.3.1.1), the more a substantive occurred, the bigger the circle is presented in 
the framework. The relationships are visualised in line with Display 27, which is similar to Display 15.    
Display 27 Legend total relationship scores presumed relationships (Jurg, 2010: 99) 
Scores Interpretations Visualisation  
+1.2 – +2.0 The relationship between two things to be studied is very positive   
+0.4 – +1.2 The relationship between two things to be studied is moderately positive   
-0.4 – +0.4 
The relationship between two things to be studied is neutral or 
ambivalent  
 
-1.2 – -0.4 
The relationship between two things to be studied is moderately 
negative 
 
-2.0 – -1.2 The relationship between two things to be studied is very negative  
 
The theoretical conceptual framework of hospitality based on the etymology of the word hospitality 
is depicted in Figure 1. 
 
Figure 1 Theoretical conceptual framework of hospitality based on the etymology of the word hospitality 
 
As Figure 1 makes clear, the substantives “Guest” and “Host” were employed most frequently in the 
four reviewed etymological publications and have a very positive relationship. Both substantives also 
have a very positive relationship with the substantive “Stranger”. “Reciprocity” and “Master” have a 
very negative relationship, whereas “Power” has a moderately negative relationship with both  
“Reciprocity” and “Equality” .    
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5.2 Editorial article 
In this subsection, the following subjects are explained: the main things to be studied (5.2.1), the 
presumed relationships (5.2.2) and the conceptual framework (5.2.3). This subsection presents a 
summary, the complete findings are depicted in Appendix 6. 
5.2.1 Main things to be studied 
First, the editorial article on hospitality in the new Hospitality & Society journal by Lynch et al. (2011) 
was analysed on the presence and frequency of the substantives reported in Display 18. Display 28 
depicts the frequencies of the substantives coming from hostis  and postis in this article.   
Display 28  Frequencies of the substantives coming from hostis and postis in the editorial article by Lynch et al. (2011) 
Substantives coming 
from hostis/xenos/ghosti  
Frequencies Substantives coming from 
 postis/despótes/poti 
Frequencies 
1. Army 1 1. Domination 1 
2. Enemy 3 2. Master 0 
3. Equality 0 3. Power 9 
4. Guest 25   
5. Host 27   
6. Hostility 4   
7. Reciprocity 8   
8. Sacrifice 1   
9. Stranger 12   
 
Display 29 presents the substantives from hostis and postis in the editorial article by Lynch et al. 
(2011) ordered by frequency.  
Display 29 Substantives coming from hostis and postis in the editorial article by Lynch et al. (2011) ordered by frequency 
Substantives Frequencies Coming from 
1. Host 27 hostis/xenos/ghosti 
2. Guest 25 hostis/xenos/ghosti 
3. Stranger 12 hostis/xenos/ghosti 
4. Power 9 postis/despótes/poti 
5. Reciprocity 8 hostis/xenos/ghosti 
6. Hostility 4 hostis/xenos/ghosti 
7. Enemy 3 hostis/xenos/ghosti 
8. Army 1 hostis/xenos/ghosti 
9. Domination 1 postis/despótes/poti 
10. Sacrifice 1 hostis/xenos/ghosti 
11. Equality 0 hostis/xenos/ghosti 
12. Master 0 postis/despótes/poti. 
 
Display 29 shows that “Host” and “Guest” were the most frequent found substantives, while 
“Equality” and “Master” were not found at all in the editorial article by Lynch et al. (2011). 
In the next step of the analysis, all sentences in  which the before mentioned  substantives were 
found, were closely read on their content (see Appendix 6). This was done in line with the two 
examples given in Display 21.   
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Display 30 shows the presence and frequency of the substantives coming from hostis and postis in 
the editorial article by Lynch et al. (2011) based on close reading. 
Display 30 Frequencies of the substantives coming from hostis and postis in the editorial article Lynch et al. (2011) based on 
close reading 
Substantives coming 
from hostis/xenos/ghosti  
Frequencies Substantive coming from 
 postis/despótes/poti 
Frequencies 
1. Army 1 1. Domination 1 
2. Enemy 3 2. Master 0 
3. Equality 0 3. Power 8 
4. Guest 20   
5. Host 22   
6. Hostility 4   
7. Reciprocity 8   
8. Sacrifice 1   
9. Stranger 12   
 
In addition, Display 31 depicts  these  substantives ordered by frequency.  
Display 31 Rank ordered frequencies of the substantives coming from hostis and postis in the editorial article by Lynch et al. 
(2011) based on close reading  
Substantives Frequencies Coming from 
1. Host 22 hostis/xenos/ghosti 
2. Guest 20 hostis/xenos/ghosti 
3. Stranger 12 hostis/xenos/ghosti 
4. Power 8 postis/despótes/poti 
5. Reciprocity 8 hostis/xenos/ghosti 
6. Hostility 4 hostis/xenos/ghosti 
7. Enemy 3 hostis/xenos/ghosti 
8. Army 1 hostis/xenos/ghosti 
9. Domination 1 postis/despótes/poti 
10. Sacrifice 1 hostis/xenos/ghosti 
11. Equality 0 hostis/xenos/ghosti 
12. Master 0 postis/despótes/poti. 
 
As Display 31 makes clear, “Army”, “Domination” and “Sacrifice” only occurred once and, to avoid 
random variation, were eliminated. Display 32 presents the main things to be studied.  
Display 32 Main things to be studied and their frequencies based on the editorial article by Lynch et al. (2011)  
Main things Frequencies Coming from 
1. Host 22 hostis/xenos/ghosti 
2. Guest 20 hostis/xenos/ghosti 
3. Stranger 12 hostis/xenos/ghosti 
4. Power 8 postis/despótes/poti 
5. Reciprocity 8 hostis/xenos/ghosti 
6. Hostility 4 hostis/xenos/ghosti 
7. Enemy 3 hostis/xenos/ghosti. 
 
Display 32 shows that “Host”, “Guest”, “Stranger”,  “Power” , “Reciprocity”, “Hostility” and “Enemy” 
are the seven main things to be studied based on the editorial article analysis. 
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5.2.2 Presumed relationships among the main things to be studied 
First, all sentences that occurred more than once were eliminated. Thereafter, sentences with only 
one substantive coming from hostis or postis were excluded. Then, through close reading, all 
applicable sentences were scored in line with Display 14 (see 4.3.1.2) and Display 25 (see 5.1.2). The 
complete scoring is addressed in Appendix 6. In Display 33 the average relationship scores of the 
main things to be studied are presented. 
Display 33 Average relationship scores of the main things to be studied based on the editorial article by Lynch et al. (2011) 
Relationships Scores Interpretations 
1. Guest - Stranger +1.3 The relationship between Guest and Stranger is very positive 
2. Hostility - Enemy +1.0 The relationship between Hostility and Enemy is moderately  positive 
3. Power- Reciprocity +1.0 The relationship between Power and Reciprocity is moderately positive 
4. Host - Guest -0.1 The relationship between Host and Guest is ambivalent 
5. Host-Stranger -0.5 The relationship between Host and Stranger is moderately negative 
6. Power - Hostility -1.0 The relationship between Power and Hostility is moderately negative. 
 
As Display 33 points out, the scores vary from very positive to moderately negative.  
5.2.3 Conceptual framework 
The main things to be studied from the editorial article of the new Hospitality & Society journal by 
Lynch et al. (2011) (see 5.2.1) and their presumed relationships (see 5.2.2) were combined to a 
conceptual framework. In line with Choy (2005: 61), the main things to be studied are presented as 
circles. Following the positivist approach that frequency is an indicant of importance (see also 
4.3.1.1), the more a substantive occurred, the bigger the circle is presented in the framework. The 
relationships are visualised in line with Display 27. The theoretical conceptual framework of 
hospitality based on the editorial article by Lynch et al. (2011) is depicted in Figure 2. 
 
Figure 2 Theoretical conceptual framework of hospitality based on the editorial article by Lynch et al. (2011) 
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As Figure 2 makes clear, the substantives “Host” and “Guest” have an ambivalent relationship. These 
substantives were employed most frequently in the editorial article by Lynch et al. (2011). The 
relationship between “Guest” and “Stranger” is very positive. The relationships between “Enemy” 
and “Hostility” and between “Power” and “Reciprocity” are moderately positive. Finally, the 
relationships between “Host” and “Stranger” and between “Hostility” and “Power” are moderately 
negative. 
5.3 Vision document  
As reported in 4.3.1.2, if an average score of 0 is based on one or more 0-scores, it is called neutral. 
This is not visualised in the framework. Because the relationships among the main things to be 
studied from the vision document all turned out to be neutral, it was not possible to display a 
conceptual framework in this part of the thesis. Therefore, the complete findings from the vision 
document are presented in Appendix 7.  
5.4 Branding constellation 
Below, the following subjects are explained: the main things to be studied (5.4.1), the presumed 
relationships among the main things to be studied (5.4.2) and the conceptual framework (5.4.3).  
5.4.1 Main things to be studied 
As reported in 4.3.4.1, the elements of the vision constellation (see Display 13 and Picture 4) were 
considered the main things to be studied from the branding constellation. As reported in 4.3.4.3, the 
more applicable statements a stand-in made to (an)other stand-in(s) from the vision constellation, 
the bigger the circle was presented in the framework. Display 34 depicts the elements in the vision 
constellation and the numbers of applicable statements.  
Display 34 Elements in the vision constellation and their numbers of applicable statements based on a branding 
constellation by the dean of a hospitality business school 
Elements in the vision constellation Codes Numbers of applicable statements 
1. Hospitality  G 19 
2. Loyalty  L 13 
3. Sincere interest O 11 
4. 100% Ownership E 11 
5. Give and receive feedback A 8 
 
As Display 34 makes clear, based on a branding constellation by the dean of a hospitality business 
school,  “Loyalty”, “Sincere interest”, “100% Ownership” and “Give and receive feedback” are the 
main things to be studied regarding the hospitality concept. 
5.4.2 Presumed relationships among the main things to be studied 
First, the transcriptions of the branding constellation were imported in the excel file. Then, all 
applicable statements of the stand-ins of an element were scored in line with Display 17 (see 
4.3.4.2). The standardised excel file calculated the average scores, which are presented in Display 35. 
The interpretations are in line with Display 27 (see 5.1.3).   
The complete films, transcriptions and scores of the branding constellation can be found on the 
attached USB stick in the folder “Branding constellation”.   
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Display 35 Average relationship scores of the main things to be studied based on a branding constellation by the dean of a 
hospitality business school  
Who                                     To  whom Scores Interpretations 
1. Hospitality (G)  Loyalty (L) +1.0 The relationship between Hospitality and Loyalty is 
moderately positive 
2. Hospitality (G)   Sincere interest (O) +0.7 The relationship between Hospitality and Sincere 
interest is moderately positive 
3. Hospitality (G)  100% Ownership (E) +0.3 The relationship between Hospitality and 100% 
Ownership is ambivalent 
4. Hospitality (G)   Give and receive 
feedback (A) 
-0.1 The relationship between Hospitality and Give and 
receive feedback is ambivalent 
5. Loyalty (L)  Hospitality (G) +1.3 The relationship between Loyalty and Hospitality is 
very positive 
6. Loyalty (L)  Sincere interest  (O) +0.3 The relationship between Loyalty and Sincere interest 
is ambivalent 
7. Loyalty (L)  100% Ownership (E) -1.0 The relationship between Loyalty and 100% Ownership 
is moderately negative 
8. Loyalty (L)  Give and receive 
feedback (A) 
0.0 The relationship between Loyalty and Give and receive 
feedback is ambivalent 
9. Sincere interest 
(O) 
Hospitality (G) +0.3 The relationship between Sincere interest and 
Hospitality is ambivalent  
10. Sincere interest 
(O) 
Loyalty (L) -0.3 The relationship between Sincere interest and Loyalty 
is ambivalent 
11. Sincere interest 
(O) 
100% Ownership (E) +0.4 The relationship between Sincere interest and 100% 
Ownership is moderately positive 
12. Sincere interest 
(O) 
Give and receive 
feedback (A) 
-0.9 The relationship between Sincere interest and Give 
and receive feedback is moderately negative 
13. 100% Ownership 
(E) 
Hospitality (G) +0.6 The relationship between 100% Ownership and 
Hospitality is moderately positive 
14. 100% Ownership 
(E) 
Loyalty (L) +0.5 The relationship between 100% Ownership and Loyalty 
is moderately positive 
15. 100% Ownership 
(E) 
Sincere interest (O) 0.0 The relationship between 100% Ownership and 
Sincere interest is ambivalent 
16. 100% Ownership 
(E) 
Give and receive 
feedback (A)  
+0.9 The relationship between 100% Ownership and Give 
and receive feedback is moderately positive 
17. Give and receive 
feedback (A) 
Hospitality (G) +1.0 The relationship between Give and receive feedback 
and Hospitality is moderately positive  
18. Give and receive 
feedback (A) 
Loyalty (L) +1.0 The relationship between Give and receive feedback 
and Loyalty is moderately positive 
19. Give and receive 
feedback (A) 
Sincere interest (O) +0.5 The relationship between Give and receive feedback 
and Sincere interest  is moderately positive  
20. Give and receive 
feedback (A) 
100% Ownership (E) +1.5 The relationship between Give and receive feedback 
and 100% Ownership is very positive. 
 
As Display 35 makes clear, only the relationship of “Loyalty” to “Sincere interest” was equivalent to 
that of “Sincere interest” to “Loyalty”. All other relationships among stand-ins of elements from the 
branding constellation were not reciprocal. 
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5.4.3 Conceptual framework  
The main things to be studied from the branding constellation by the dean of a hospitality business 
school (see 5.4.1) and their presumed relationships (see 5.4.2) resulted in a conceptual framework, 
which is depicted in Figure 3. Unlike the previous frameworks, in this framework the relationship of A 
to B is not necessarily equivalent to that of B to  A. Therefore, twenty relationships are scored and 
arrows are added to specify the direction of the relationship. 
 
Figure 3 Practical conceptual framework of hospitality based on a branding constellation by the dean of a hospitality 
business school 
 
As Figure 3 makes clear, the concept “Hospitality” is the most important, followed by the sub 
concept “Loyalty”. “Sincere interest” and “100% Ownership” seem to be less important, while “Give 
and receive feedback” appears to be least important. The relationships from “Loyalty” to 
“Hospitality” and from “Give and receive feedback” to “100% Ownership” are very positive, whereas 
the relationships from “Loyalty” to “100% Ownership” and from “Sincere interest” to “Give and 
receive feedback” are moderately negative. From the remaining sixteen scored relationships, nine 
are moderately positive and seven are ambivalent. Only the relationship of “Loyalty” to “Sincere 
interest” is equivalent to that of “Sincere interest” to “Loyalty”; the other relationships are not 
reciprocal. 
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6. EVALUATION  
 
In this chapter  the conclusions and implications (6.1), the discussion on reliability (6.2), the 
discussion on validity (6.3),  and the discussion on relevance (6.4) are addressed. 
6.1 Conclusions and implications  
Below, conclusions will be drawn based on the thesis objective (6.1.1), the sub questions (6.1.2 and 
6.1.3) and the main question (6.1.4). Finally, the implications (6.1.5) are addressed. 
6.1.1 Thesis objective 
As reported in 1.3.1, the thesis objective is to triangulate the building of a conceptual framework of 
hospitality by employing a variety of data sources. These sources are: the etymology of the word 
hospitality, an editorial article on hospitality, a vision document of a Dutch hospitality business 
school and a branding constellation conducted by the dean of this hospitality business school. The 
vision document did not lead to a conceptual framework. Below, three frameworks are depicted. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 4 Theoretical conceptual framework  of hospitality based on the etymology of the word hospitality 
Figure 5 Theoretical conceptual framework of hospitality based on the editorial article by Lynch et al. (2011) 
Figure 6 Practical conceptual framework of hospitality based on a branding constellation by the dean of a 
hospitality business school 
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As Figure 4 and Figure 5 make clear, the findings from the etymology and the editorial article of the 
new Hospitality & Society journal  indicate that seven main things should be studied. Numerous 
authors (e.g. Hepple et al., 1990: 305 and Brotherton, 1999: 165) describe hospitality as a concept. 
Therefore, the main things to be studied are named sub concepts in short in the evaluation. Five sub 
concepts are the same from both sources, namely: “Host”, “Guest”,  “Stranger”, “Reciprocity” and 
“Power”.  The findings from the branding constellation demonstrate the following four sub concepts 
regarding the “Hospitality” concept: “Loyalty”, “Sincere interest”, “100% Ownership” and “Give and 
receive feedback”. Thus, completely different sub concepts than the ones from the etymology and 
editorial  article. In the frameworks from the etymology and from the editorial article, the 
relationship of A to B is equivalent to that of B to A. In the framework from the branding 
constellation by the dean of a hospitality business school, the relationships are not reciprocal. 
6.1.2 First sub question 
Based on the notion of Miles and Huberman (1994: 18) regarding a conceptual framework, the first 
sub question in this thesis is: What are the main things to be studied (named sub concepts), based on 
a variety of data sources? Display 36 presents the sub concepts from the etymology of the word 
hospitality, from the editorial article and from branding the branding constellation by the dean of a 
hospitality business school.  
Display 36 Sub concepts from the hospitality concept based on three data sources 
Sub concepts 
based on the 
etymology of the 
word hospitality 
Frequencies Sub concepts based 
on the editorial 
article by Lynch et 
al. (2011) 
Frequencies Sub concepts based 
on a branding   
constellation by the 
dean of a hospitality 
business school 
Frequencies 
Guest 9 Host 22 Hospitality  19 
Host 9 Guest 20 Loyalty  13 
Reciprocity 6 Stranger 12 Sincere interest 11 
Stranger 6 Power 8 100% Ownership 11 
Master 4 Reciprocity 8 Give and receive 
feedback 
8 
Equality 2 Hostility 4   
Power 2 Enemy 3   
 
As Display 36 makes clear, the findings from the etymology and from the editorial article both 
indicate seven sub concepts being the main things to be studied. Although the rank order based on 
frequency differs, five sub concepts are the same, namely: “Host”, “Guest”, “Stranger”, “Reciprocity” 
and “Power”. In the findings from the etymology, the sub concepts “Master” and “Equality” are also 
considered as main things to be studied, whereas the editorial article indicates “Hostility” and 
“Enemy” in this regard. 
The findings from the branding constellation by the dean of a hospitality business school 
demonstrate the following four sub concepts regarding the hospitality concept: “Loyalty”, “Sincere 
interest”, “100% Ownership” and “Give and receive feedback”. Thus, completely different sub 
concepts than the ones from the etymology and editorial article. As Display 36 shows, next to the sub 
concepts, the “Hospitality” concept was also positioned in the branding constellation. 
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6.1.3 Second sub question 
Based on the notion of Miles and Huberman (1994: 18), the second sub question is: What are the 
presumed relationships among the main things to be studied (named sub concepts), based on a 
variety of data sources? The average relationship scores between the sub concepts were presented 
in Display 26, Display 33 and Display 35.  
As the sub concepts “Host”, “Guest”, “Stranger”, “Reciprocity” and “Power” were considered to be 
the five main things to be studied from the etymology as well as from the editorial article, the 
comparison of their average relationship scores is presented in Display 37.  
Display 37 Comparison of average relationship scores 
Relationships  Scores based on 
the etymology of 
the word 
hospitality 
Interpretations Scores based on 
the editorial 
article by Lynch 
et al. (2011) 
Interpretations 
1. Host - Guest +1.7 Very positive -0.1 Ambivalent 
2. Guest - Stranger +1.3 Very positive +1.3 Very positive 
3. Host - Stranger +1.3 Very positive -0.5 Moderately negative 
4. Reciprocity - Power -1.0 Moderately negative +1.0 Moderately positive. 
 
As Display 37 makes clear, only the relationship between “Guest” and “Stranger” has the same score 
in both theoretical sources. The other three sub concepts have completely different relationship 
scores.  
6.1.4 Main question 
The main question of this thesis is: How to build a triangulated conceptual framework of hospitality?  
Based on the findings from sub question one, the main things to be studied in understanding the 
hospitality concept theoretically are the sub concepts: “Host”, “Guest”, “Stranger”, “Reciprocity” and 
“Power”. The things to be studied to understand the hospitality concept practically, are completely 
different. The branding constellation showed four completely different sub concepts: “Loyalty”, 
“Sincere attention”, “100% Ownership” and “Give and receive feedback”. The hospitality vision 
document of the Dutch Hospitality Business School did not even lead to a conceptual framework.  
6.1.5 Implications 
Thus, theoretically the five core sub concepts of hospitality seem rather clear.  These are “Host”, 
“Guest”, “Stranger”, “Reciprocity” and “Power”. However, further theoretical research is necessary 
to study their presumed relationships. 
Practically, vision documents and branding constellations of other hospitality institutes should be 
studied to improve understanding of the gap between theory and practice denoted by this study.  
So far, the Dutch hospitality business school did not employ the theoretical sub concepts. Based on 
the findings of this study, the Dutch Hospitality Business School should start a dialogue on the design 
of the (sub) concept(s) of hospitality within the curriculum. 
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6.2 Discussion on reliability   
Reliability is demonstrating that the operations of a study – such as the data collection procedures – 
can be repeated with the same results (Yin, 2003: 34). In this study, a conceptual framework for 
hospitality was triangulated based on text analyses and a branding constellation by the dean of a 
hospitality business school. This subsection covers the reliability of the data collection (6.2.1), the 
reliability of the text analyses (6.2.2) and the reliability of the branding constellation (6.2.3). 
6.2.1 Reliability data collection  
In subsection 3.1, the first four steps in the literature study on hospitality are described. After these 
four steps, two articles from O’Gorman (2005 and 2006) were the first two hits. By consulting these 
articles and their references, other publications were found. These publications were scanned on 
their content on the true meaning of the word hospitality. This procedure, finally, led to three 
articles and a book on the etymology of the word hospitality.  
The unsystematic way of consulting articles and their references to find (other) publications has 
decreased the repeatability of the data collection. On the other hand, the authors reported in Display 
4 were referred to in many different publications indicating they are authoritative authors where the 
etymology of the word hospitality is concerned.  
Overall, the data collection seems quite reliable.   
6.2.2 Reliability text analyses   
The four texts on the etymology of the word hospitality which were mentioned above, the editorial 
article by Lynch et al. (2011) and the vision document were analysed in the same way. Different 
measures were taken to increase the reliability of the analysis. 
First, the main things to be studied (named sub concepts) had to be found. In line with the positivist 
approach which states that frequency is an indicant of importance, the texts were analysed on the 
presence and frequency of the substantives mentioned before (see Display 18) with the help of the 
programme “Foxit Reader”. Then, to avoid language ambiguities, only English (translations of) texts 
were analysed. Third, the judgement of the sentences on their content was explained for each 
sentence. In the fourth place, to avoid random presence of words, all substantives that only occurred 
once were eliminated. 
The next step was to reveal the presumed relationships. Again, measures to improve the reliability 
were taken. First, the scoring of all applicable sentences was explained. Next, to make the analysis 
more repeatable, indications for scores were added (see Display 14). 
Although indications were added (see foregoing paragraph) , various scores are at issue. In this 
discussion, the scores from the vision document (Appendix 7) are highlighted. As stated in 5.3, all 
relationships among the main things to be studied from the vision document were neutral, indicating 
that there was no positive or negative relationship (see Display 14). In the analysed sentences 
(Display A61), it is said that the sub concepts are important but that this does not indicate a positive 
or negative relationship. On the other hand, one could argue that there is a balanced relationship 
and thus that there is a moderately positive relationship (see Display 14). Figure 7 presents the main 
things to be studied based on the HBS vision document (2013). 
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As Figure 7 depicts, due to the neutral scores, no relationships among the main things to be studied 
could be scored. If the relationships were scored moderately positive, the sub concepts would have 
been linked with thin green lines (Display 15) and there would have been a conceptual framework. 
The fact that this study follows the positivist approach (4.1.3), influences the reliability in a positive 
way; the whole analysis was carried out by orderly and systematic working (Hall et al., 2013: 18) and 
an extensive description is presented in Appendix 5, Appendix 6 and Appendix 7. 
Thus, the reliability of the text analyses can be qualified as reasonably good. 
 
6.2.3 Reliability branding constellation 
The facilitator guided the branding constellation, questioned stand-ins on their emotions and asked 
for instance, how they felt about their position, to whom they felt attracted and from whom they 
would like to move away (Jurg, 2010: 24-26). Due to this role, the facilitator could possibly have 
influenced the stand-ins, e.g. by asking closed questions. An example is the following question the 
facilitator asked “Loyalty” (L): “Is “100% Ownership” (E)  just as threatening as “Sincere interest” 
(O)?” In addition, there is the risk of facilitator (researcher) bias: the facilitator can have his own 
assumptions, e.g. about the core sub concepts of hospitality, and in this way influence the research 
and the findings (Meines, 2011: 78). As Meines suggests, a code of conduct for the facilitator could 
be helpful in this regard. The lack of such a code in this study should be taken into account when the 
reliability is concerned. 
The transcription of the branding constellation was imported in the excel file after which the 
measurement could be carried out employing the instructions in the standardised excel file. Then, all 
applicable statements were scored. Although there was a legend for the relationship scoring 
available (Display 17), it could be interpreted in different ways (e.g. is “fine” an indication for a very 
positive or a positive relationship). Therefore, to improve the reliability of the scoring, indications 
were added in this study (Display 17). 
  
Figure 7 Main things to be studied based on the HBS vision document (2013) 
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Another measure to increase the reliability of the constellation in this study is the inter rater 
reliability. This is the degree to which two or more researchers code information in the same manner 
(Meines, 2011: 78). If two or more researchers code the information in the same manner, the 
reliability will be affected positively. In this study, three fellow students were asked to check the 
interpretations of the excel file. Based on their comments some adaptions were made to increase 
the reliability, for example, the instruction sheet was improved to increase the repeatability of the 
study. 
Thus, the reliability of the branding constellation seems reasonably good.  
6.3 Discussion on validity 
In this section the construct validity and external validity are discussed (after Meines, 2011: 66). 
Construct validity is establishing correct operational measures for the concepts being studied (Yin, 
2003: 34). External validity is establishing the domain to which a study’s findings can be generalised. 
First, the construct validity of the thesis in general (6.3.1) is discussed. Then, the construct validity of 
the text analyses (6.3.2) and the construct validity of the branding constellation (6.3.3) are discussed. 
Finally, the external validity (6.3.4) is addressed. 
6.3.1 Construct validity thesis in general 
As reported in 1.3.2,  the two sub questions in this thesis are respectively: “What should be the main 
things to be studied, based on a variety of data sources?” and “What are the presumed relationships 
among the main things to be studied based on a variety of data sources?” In the first question, the 
word “should” is employed while in the second question the word “are” is used. The choices for 
these words in the sub questions include a conscious choice; the answer to the first sub question 
should denote clarity regarding the sub concepts of hospitality. Once the sub concepts are known, 
the relationships among them can be measured.  
As reported in 3.3.1, one of the problems with the current state of hospitality studies is that different 
disciplines and sectors frame hospitality in quite distinct ways. As there is no unified conceptual 
framework, there is also no unified terminology. As a result of this, it was sometimes difficult to 
choose the rights words in this thesis; e.g. should one speak about hospitality or about hospitality 
concept.  
Within the branding theme and in this study, Yin (2003) and Miles and Huberman (1994) form the 
methodological basis. One could discuss whether these sources are dated. However, both books are 
recently (2013) reissued, indicating that they are still valuable. It is clear that future theme students 
should employ the updates. 
Yin (2003: 98) discusses four types of triangulation: data triangulation (of data sources), investigator 
triangulation (among different evaluators),  theory triangulation (of perspectives to the same data 
set) and methodological triangulation (of methods). Although different evaluators were asked to 
judge the transcriptions of the constellations (6.2.3), in this study the focus was on data 
triangulation.  
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The data triangulation was based on four different sources on hospitality, namely: the etymology of 
the word hospitality, an editorial article on hospitality, a vision document of a hospitality business 
school and a branding constellation conducted by the dean of this hospitality business school. The 
first three sources provided secondary data, the branding constellation on hospitality generated 
primary data. Another distinction is, that the first two sources are theoretical, while the other two 
are practical (from a hospitality business school). As reported at the beginning of this thesis (1.3.1) 
Ghauri and Grønhaug  (2002: 182) state that triangulation can produce a more complete, holistic and 
contextual portrait of the subject under study. Although the data from the vision document did not 
lead to a conceptual framework, three sources on hospitality (primary as well as secondary, 
theoretical as well as practical) and two methods (text analyses as well as a branding constellation) 
were employed.  
Display 10 (3.5) makes clear that, although a lot of things have been studied, there is no agreement 
on the most important things to be studied and their relationships regarding hospitality. Following 
the previous paragraph, the variety of data sources yielded three conceptual frameworks of 
hospitality. Based on the two theoretical frameworks, five core sub concepts of hospitality seem 
rather clear. The objective of this thesis (1.3.1) is to triangulate the building of a conceptual 
framework of hospitality by employing a variety of data sources. As reported in 1.3.1, triangulation 
can produce a more complete, holistic and contextual portrait of the subject under study. By creating 
the frameworks and pointing out the theoretical core sub concepts of hospitality, a theoretical 
contribution to the agreement on the most important things to be studied regarding hospitality is 
made. 
Based on the foregoing, the established measures employed  for the study of the hospitality concept 
in this thesis seem to be reasonably good.  
6.3.2 Construct validity text analyses 
In this thesis, the concept of hospitality is studied. By close reading and drawing sub conclusions from 
the four etymological texts, nine substantives coming from hostis and three coming from postis were 
derived (see Display 18). These substantives were the basis to reveal the main things to be studied in 
the analyses of the etymology, the editorial article and the vision document, respectively. It can be 
discussed, whether these are the right substantives regarding hospitality. This discussion seems to be 
in line with Baarda and De Goede (1994: 156-157) who state that validity is especially difficult when 
abstract and complex concepts are concerned. As Display 5 (3.3.1) above made clear, hospitality is 
such an abstract and complex concept. However, the above mentioned twelve substantives coming 
from hostis and postis were derived from etymological texts. As stated in 3.2, the word “etymology” 
refers to the true, real meaning of a word. So, the true, real meaning of the word hospitality was the 
basis of the analyses. This fact influences the  construct validity of the text analyses in a positive way.  
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As reported in 4.1.3, this study has an explorative nature, but also follows the positivist approach. In 
addition to the previous paragraph, it is important to mention that positivist text approaches use 
statistics to demonstrate validity. “Because the positivist tradition equates understanding with 
identifying nonrandom variation, positivist methods use samples to make statistical inferences about 
population parameters and correlations among population variables. When the text is representative 
and all corollary assumptions hold, statistics can provide compelling evidence of validity” (Lacity and 
Janson, 1994: 142). It would be recommendable to validate the findings of text analysis on hospitality 
in future research employing qualitative data analysis computer software such as NVivo. 
After the main things to be studied were clarified, their presumed bilateral relationships were 
revealed. The relationship of A to B was considered to be the same as that of B to A. The findings of 
the branding constellation (5.4.2) point out that in the constellation, the perceived relationship of A 
to B was not necessarily equivalent to that of B to A. Based on these findings, in future text analyses, 
further research regarding the reciprocity of presumed relationships is necessary. 
As presented in Display 4 (3.2), the word hospitality seems to consist of two parts: on the one hand 
hostis and on the other hand postis. Display 18 (5.1.1) presents the substantives coming from hostis 
and postis which were the basis for the text analyses. As indicated in 4.3.1.1, finally, to avoid random 
variation, all substantives that only occurred once were eliminated. E.g. in the analysis of the 
etymology (Display 23), the substantives  “Army”, “Domination”,  “Enemy”, “Hostility” and “Sacrifice” 
were eliminated. Following the positivist approach that frequency is an indicant of importance, this 
way of working is correct. On the other hand, in this way valuable sub concepts may be lost. 
Therefore, further research (text analyses) is necessary in this regard.  
As reported in 4.3.3.1, the vision document is written in Dutch and therefore, the analysis was also 
done in Dutch with the help of “Foxit Reader”. The substantives from the etymology were translated 
in Dutch with the help of the Van Dale dictionary (www.vandale.nl). The first Dutch translation of 
each English substantive was displayed in this analysis (Appendix 7). To check the findings, the 
second translation was also inserted in “Foxit Reader”. Because none of the second translations was 
found in the analysed text, the results proved not to be influenced by adding a second translation.  
The main things to be studied derived from the HBS vision document (Figure 7) seem to be rather 
practical, just like some definitions mentioned in Display 6 (e.g. the definition of Cassee and Reuland 
(1983)). More recent definitions (e.g. Lashley et al. (2007b)) are more academic. Based in part on the 
findings of this study, HBS restarted a dialogue on the (sub) concept(s) of hospitality within the 
curriculum. 
Overall, the construct validity of the text analyses seems to be reasonably good.  
6.3.3 Construct validity branding constellation 
Display 11 (4.2.5.1) presents the facilitator’s first suggestion concerning the elements for the 
branding constellation. The elements reported in this display are based on the information by the 
dean. The second element in the display is “Social cohesion”. Remarkably, this element is not 
depicted in Display 12, which presents the possible elements for the branding constellation. 
According to the dean, “Social cohesion” was removed because it was covered by the combination of 
“Sincere attention”, “100% Ownership” and “Give and receive feedback”. Thus, it seems that “Social 
cohesion” and “Hospitality” are synonyms for the dean. “Loyalty” was added in this phase, because 
the dean considered it important in relation to the hospitality concept.    
54 
As indicated in 4.2.5.1, the following constellation question was formulated in the introduction 
phase: “Which elements play a crucial role in reaching the status of THE Dutch Hospitality Business 
School ?”. The assumption is that this status could be reached by a deeper understanding of 
hospitality. Therefore, at the workshop, a constellation was conducted on hospitality. In this regard, 
it can be discussed whether this constellation involved a branding problem. In 1.1, branding 
constellations are a defined as a new application of systems constellations employed to identify 
branding problems. In this study, a branding constellation is conducted to identify the branding 
problem of the hospitality concept and of the dean of the Hospitality Business School. However, one 
might also argue that the systems constellation was conducted to identify a concept, namely the 
concept of hospitality. In addition, it can be discussed whether it should be named a branding 
constellation or e.g. a concept constellation following Jongsma (2011) and Meines (2011), who 
named their new variation  innovation constellations and intervention constellations, respectively as 
denoted in 2.2.3. As Lynch et al. (: 13-15) state that they particularly welcome new and critical  
approaches to the study of hospitality, systems constellations on the concept of hospitality may be 
one of these new approaches to the study of hospitality. Thus, it might be interesting  to start making 
the connection between hospitality and concept constellations in literature, for example by writing 
an article about this study.  
Third, the representative perception has to be discussed,  in line with Meines (2011: 72). 
Representative perception is the innovative assumption of (family) constellations that independent 
group members are capable of perceiving and expressing the subconscious emotional relationships 
among these persons and abstract concepts as indicated in 2.1.1. These independent group members 
“offer” their bodies  as perception organs for the relationships among elements in systems that are 
unfamiliar to them (Jurg, 2010: 54-55). The starting point is, that the opinion of the representative 
does not influence the statements in the constellation. It seems at least to be a point of attention. In 
the branding constellation for example, “Sincere interest” (O) stated that he always disliked it if 
someone stood to his left. The question is, whether this is the interpretation of “Sincere interest” or 
of the dean. Again, in line with Meines, it is recommended to do further research at this aspect.  
In addition to the previous paragraph, the invitation of the blanks might be underestimated. In this 
study, twenty five people attended the constellation; four of them were invited by the researcher, 
the others by the facilitator. Above it is discussed, whether the opinion of a representative influences 
the statements in the constellation. As long as this is a point of discussion, the one(s) who invite(s) 
the blanks could, indirectly, influence the constellation by inviting representatives with opinions 
which they deem important for the research.  
The selection of the elements is called the element projection, because the brander projects his 
associations with these elements onto the selected people (Jurg, 2010: 25). Meines (2011: 72) 
advised to convert this intuitive part to a more systematic part by asking the branders about their 
projections. Based on the experience in this study, this advice is underlined. 
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As explained in 4.3.4.2, the bilateral relationships were revealed by employing the standardised 
measurements of Van Reij (2010: 36). Meines (2011: 73) already discussed the contradiction 
between the bilateral measurements and the holistic perspective of the branding constellations. As 
the constellation in this study was on the concept of hospitality, the argument of Meines seems to be 
even more important. E.g. Meyer (2006: 11) and Hemmington (2007: 753), describe hospitality as an 
experience. Voss and Zomerdijk (2007: 14) state: “Experiences are not only influenced by interaction 
with the service providers, but also by the other customers present”. This statement underlines that 
the perceived relationship between two elements is influenced by the other elements. The 
possibilities of a more holistic measurement could be subject of further study. 
In Display 35 (5.4.2), the presumed relations among the elements of the branding  constellation are 
depicted. As described, these relationships are based on the applicable statements from the 
constellation. After the constellation, the projected elements also scored their own presumed 
relationships to the other elements from the vision constellation on a 10 point scale: from ‘+1’ to 
‘+10’. These findings are depicted in Display 38. The lighter grey scores are given by the elements 
after the branding constellation. The darker grey scores come from the applicable statements as 
reported in Display 35.  
Display 38 Relationship scores among elements of the vision constellation  
Elements     To 
whom 
Hospitality 
(G) 
Loyalty (L) Sincere 
interest (O) 
100% 
Ownership (E) 
Give and receive 
feedback (A) 
Means  
Who  
Hospitality (G)  +9.0  +7.0  
 
+8.0 
  
+6.0  
 
+7.5 
+1.0 
 
+0.7 +0.3 -0.1 +0.5 
Loyalty (L) +8.0  
 
 +7.0  
 
+5.0  
 
+3.0  
 
+5.8 
+1.3 +0.3 -1.0 0 +0.2 
Sincere interest (O) +7.0 
 
+7.0 
 
 +8.0 
 
+4.0 
 
+6.5 
+0.3 -0.3 +0.4 -0.9 -0.1 
100% Ownership +10.0 
 
+7.0 
 
+7.0 
 
 +8.0 
 
+8.0 
+0.6 +0.5 0 +0.9 +0.5 
Give and receive 
feedback (A) 
+8.0 
 
+6.0 
 
+6.0  
 
+8.0 
 
 +7.0 
+1.0 +1.0 +0.5 +1.5 +1.0 
Means +8.3 
 
+7.3 +6.8 +7.3 +5.3  
+0.8 
 
+0.6 +0.4 +0.3 0 
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As Display 38 makes clear, different scales were employed for the scoring of the applicable 
statements and the scoring of the elements themselves. Therefore, it is quite difficult to compare the 
relationships scores given by the elements with those from the statements. Even though, some 
things are remarkable. E.g. the fact that the findings from both measurements do not seem to be 
very different and the fact that “Give and receive feedback” is, in both measurements, positive 
towards the other elements, while the other elements are less positive towards “Give and receive 
feedback”. In future research, it might be better to use the same scale for the scoring of the 
statements and that of the stand-ins to improve the possibilities to compare.   
As reported in 4.2.5.4, “Mastership” was added in the vision phase. However, it was also removed 
again as the brander did not feel a connection with this element. Display 39 depicts the relationship 
scores by “Mastership”.  The lighter grey scores  are given by “Masterhip” after the branding 
constellation. The darker grey scores come from the applicable statements. 
Display 39 Relationship scores by “Masterhip” 
Element     To 
whom 
Hospitality 
(G) 
Loyalty (L) Sincere 
interest (O) 
100% 
Ownership (E) 
Give and receive 
feedback (A) 
Mean  
Who  
Mastership (M) +6.0 
 
+10.0 +6.0 +1.0 +1.0 +4.8 
+0.5 
 
+1.0 +0.5 -0.7 -0.7 +0.1 
 
As Display 39 makes clear, there is a great difference in the scores by “Masterhip”: ‘+10.0’ to 
“Loyalty” and ‘+1.0’ to both “100% Ownership” and “Give and receive feedback”.   
Display 40 presents the relationship scores towards “Mastership”. Again, the lighter grey scores are 
from the elements after the constellation, whereas the darker grey scores come from the applicable 
statements. 
Display 40 Relationship scores towards “Mastership” 
Element     Who Hospitality 
(G) 
Loyalty (L) Sincere 
interest (O) 
100% 
Ownership (E) 
Give and receive 
feedback (A) 
Mean  
To whom  
Mastership (M) +5.0 
 
+8.0 +5.0 +3.0 +4.0 +5.0 
-1.3 
 
0 0 -1.7 -2.0 -1.0 
 
As Display 40 points out, the only real positive score on the relationship with “Mastership” was the 
score from “Loyalty” after the constellation.  
Above, the scores among the elements of the constellation are described. The facilitator also asked 
the dean to score the relationships among the elements on a scale from ‘+1’ to ‘+10’. These scores 
are presented in Display 41. The lighter grey cells depict her scores before the constellation and 
darker grey cells depict her scores after the constellation. 
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Display 41 Relationship scores given by dean 
Elements     To 
whom 
Hospitality 
(G) 
Loyalty (L) Sincere 
interest (O) 
100% 
Ownership (E) 
Give and receive 
feedback (A) 
Means  
Who  
Hospitality (G)  +10.0 
 
+9.0 +8.0 +9.0 +9.0 
+10.0 
 
+9.0 +9.0 +7.0 +8.8 
Loyalty (L) +10.0  +10.0 +10.0 +10.0 +10.0 
+9.0 +9.0 +8.0 +6.0 +8.0 
Sincere interest (O) +9.0 +10.0  +10.0 +7.0 +9.0 
+9.0 +9.0 +8.0 +6.0 +8.0 
100% Ownership +8.0 +10.0 +10.0  +7.0 +8.8 
+9.0 +9.0 +9.0 +8.0 +8.8 
Give and receive 
feedback (A) 
+7.0 +5.0 +6.0 +8.0  +6.5 
+7.0 +7.0 +6.0 +8.0 +7.0 
Means +8.5 
 
+8.8 +8.8 
 
+9.0 +8.3  
+8.5 
 
+8.8 +8.3 +8.3 +6.8 
 
Based on the mean scores in Display 41, the general tendency seems to be that the dean’s scores 
after the constellation are equal to or lower than the scores before the constellation. An exception is  
the score of the dean on “Give and receive feedback”: the mean increased from ‘+6.5’ to ‘+7.0’. 
As reported in 4.3.4.3, finally, the main things to be studied (the elements in the vision constellation) 
and their presumed relationships are combined to a conceptual framework on. Following Choy 
(2005: 61), the main things to be studied are presented as circles. In this study, the size of the circles 
can be compared within a conceptual framework, but not between the models. In future research, 
this should be a point of attention. 
Finally, the findings from the branding constellation demonstrate the following four core sub 
concepts of the hospitality concept: “Loyalty”, “Sincere interest”, “100% Ownership” and “Give and 
receive feedback”. The question is whether these are the right sub concepts. The assumption is, that 
there are some implicit similarities among the main things to be studied from the branding 
constellation and those from the theoretical parts of the thesis, although different words are used. 
E.g. the sub concept “Power” which was found in the etymology and the editorial article could to a 
certain extent be similar to “Give and receive feedback” from the branding constellation as both 
seem very controversial. It could be that sub concepts like “Give and receive feedback” are employed 
in practice to implement the postis part of hospitality. These possible similarities should be subject of 
further research. 
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Based on the foregoing, the operational measures established to conduct the branding constellation 
seem to be reasonably good.    
6.3.4 External validity 
As reported in 4.1.1, the objective of this thesis is to triangulate a conceptual framework of 
hospitality by employing a variety of data sources. This objective implies, that the concept of 
hospitality has not yet been extensively examined and understood. Boeije (2012: 32) and  Ghauri and 
Grønhaug  (2002: 48) state that if a concept has not been extensively examined and understood, 
respectively, an explorative design is most appropriate. Therefore, this study has an explorative 
design. Schreuder Peters (2005: 69) states that it is characteristic for an explorative study that it is 
not meant to generalise, but to identify relationships among variables. Following Schreuder Peters, 
as this thesis is explorative in nature, the findings cannot be generalised to other hospitality business 
schools. It is expected, however, that the gap between theory and practice denoted by this study 
(see 6.1.5) will be the same when vision documents and branding constellations of other hospitality 
institutes are studied. 
6.4 Discussion on relevance 
Relevance of the research is that the reasons for the question are worthwhile (Van Zanten, 2006: 15). 
The reasons for the main question (How to build a triangulated conceptual framework of 
hospitality?) of this thesis seem to be worthwhile for both the literature on hospitality (6.4.1) and the 
branding theme (6.4.2). 
6.4.1 Relevance for literature on hospitality 
In this study, three text analyses are carried out to build a triangulated conceptual framework of 
hospitality. Although the vision document did not lead to a conceptual framework, the analysis of the 
etymology of the word hospitality and the analysis of the editorial article did. It is adviced to perform 
more text analyses on hospitality in future studies. 
As reported in 1.2, in their agenda for hospitality studies, Lynch et al. (: 13-15) state that they, in 
addition to innovative theoretical interventions, particularly welcome new and critical 
methodological approaches to the study of hospitality. In this study a branding constellation was the 
new methodological approach and it is successfully employed to build a conceptual framework of 
hospitality.   
As presented in Display 4, the word hospitality seems to consist of two parts: on the one hand hostis, 
meaning either guest or stranger; and on the other hand postis, meaning master (of the home).  The 
second part of the word seems to be underexposed in literature (see for example the definitions of 
hospitality in Display 6) and should, based on “the true meaning” of the word, perhaps get some 
more attention in the literature. 
Based on this study, the theoretical core sub concepts of hospitality are: “Host”, “Guest”, “Stranger”, 
“Reciprocity” and “Power”. The theoretical relationship between “Guest” and “Stranger” seems to be 
very positive, while the other relationships are not clear. Further research is necessary to study these 
relationships. 
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After the transcription, the bilateral relationships among the stand-ins were scored. As the findings 
point out (see Display 35), the relationship of A with B was not necessarily equivalent to that of B 
with A. Therefore, the conceptual framework of the branding constellation has a lot more presumed 
relationships than the frameworks from the etymology and the editorial article by Lynch et al. (2011). 
In the literature on hospitality, much is said about the host-guest relationship e.g. by Lashley et al. 
(2007: 174), who state: “The interactional nature of the transaction is multi-faceted: social, cultural, 
psychological, economic, etc. and captures the idea of a “crossing over” between host and guest”. It 
might be useful for future research to realise that relationships need not be reciprocal: e.g. the 
relationship of the host with the guest might not be equivalent to the relationship of the guest with 
the host.  
Picture 5 displays the hospitality vision constellation. In this picture, the spatial positions of the 
elements relative to each other are visible. In the conceptual framework based on the branding 
constellation (Figure 8) these positions were maintained. It might be useful to repeat constellations 
on hospitality and research the positions of the elements relative to each other. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Picture 5 Hospitality vision constellation 
Loyalty (L) Sincere interest  (O) 
Hospitality (G) 100% Ownership 
(E) 
Give and receive 
feedback (A) 
Figure 8 Practical conceptual framework of hospitality based on a branding constellation by the dean of a 
hospitality business school  
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6.4.2 Relevance for branding theme 
In this case, the researcher decided to study the concept of hospitality for the master thesis and the 
dean of the hospitality business school was “willing” to cooperate in the project. So, in fact, the 
problem owner was the researcher rather than the brander, while one of the conditions of a useful 
branding constellation is that the branding problem should be entered by the brander according to 
the branding theme (Van Geel, 2004: 3). Future students should realise that it is important to make 
sure that the brander is the “problem owner”. 
For the first time, the branding constellations were organised in the morning. Although there was not 
a problem in the end, it seemed to be problematic to get enough attendees. In future research, it 
seems to be better to organise constellations in an afternoon. 
As reported in 4.2.5.1 (Display 12), some elements in the introduction phase came from the dean, 
some (indirectly) from the researcher’s literature study and some did not seem to be the most 
important ones, but could be useful because they were mentioned in the dialogue between the dean 
and the facilitator. As an experiment, the elements from the literature study were not known to the 
dean (brander) during the preparation. It is remarkable that only the dean’s “own” elements stood in 
the vision constellation. In future research, it might be better to “share” the elements with the 
brander before the workshop. 
In the constellation, there were some conflicts between stand-ins of the elements and it took the 
facilitator quite a lot of time to solve these conflicts such as the conflict between “Sincere 
interest”(O) and “Give and receive feedback” (A).  It would be interesting to study what is the best 
way for a facilitator to deal with conflicts in constellations. 
The dean of the hospitality business school only attended part of the (formal) debriefing phase. 
Although this had been agreed in advance with the facilitator and the researcher, some of the 
attendees were disappointed about this. In future cases, the theme student should be aware of the 
fact that both the presence and the absence of the brander in the debriefing phase has pros and 
cons, and that these should be communicated clearly with the attendees before the workshop. 
In this thesis, the constellations and the relationship scoring took place in Dutch, while the final 
report was written in English. It was quite difficult to translate the elements whereas the scores 
could not be displayed in the main text because they were executed in Dutch. Therefore, in future 
cases, the theme student should consider to carry out the whole process in English.  
In some sub sections, this thesis report has four layers (e.g. 4.2.5.1). In order to increase readability, 
future researchers is advised to maximise the number of layers to three.  
In this thesis, a lot of displays are depicted in the appendices. Another advice to increase the 
readability is to employ a smaller font (e.g. ’10’ for the text and ‘8’ for the displays) in the 
appendices. 
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As stated in 4.1.3, this thesis follows the positivist approach. Frequency is an indicant of importance: 
the more a phenomenon occurs, the more likely it is non-random and thus important. This approach 
is also followed in creating the hospitality framework of the branding constellation by the dean of a 
hospitality business school: the stand-ins of the vision constellation were presented as circles. The 
more applicable statements a stand-in made to (an)other stand-in(s) from the vision constellation, 
the bigger the circle was presented in the framework. This way of working can also be followed in 
future research within the theme. However, in this study, the frameworks were created with the help 
of a designer by combining the main things to be studied and their presumed relations. This 
procedure has influenced the depiction of the conceptual frameworks. E.g. Figure 9 depicts the first 
version of the theoretical conceptual framework of hospitality based on the etymology. Although the 
sub concepts and the presumed relationships among them are exactly the same, this framework 
looks completely different from the final version, which is depicted in Figure 10; e.g. the words and 
the circles differ in size and no capitals were used in the first version.  
 
Figure 9 First version of the theoretical conceptual framework of hospitality based on the etymology of the word hospitality 
 
 
 
 
 
 
 
 
 
 
Figure 10 Final version of the theoretical conceptual framework of hospitality based on the etymology of the word hospitality 
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As Figure 10 makes clear, the triangle “Host”, “Guest” and “Stranger” is placed at the left side to 
shape the conceptual framework as beautiful as possible. For the same reason, in Figure 11, the 
triangle is precisely placed at the right side of the framework. So again, the procedure of designing 
has influenced the depiction of the conceptual framworks. 
 
 
 
 
 
 
 
In addition to the foregoing paragraphs, it would be interesting to investigate the opportunities to 
create the frameworks in a cognitive mapping programma like Decision Explorer (Eden, 2004). This 
programme offers a wide range of analysis capabilities for further analysis of the framework. This 
analysis might help to interpret the outcomes of the constellation systematically and thereby it can 
increase the objectivity of the findings regarding the usefulness of constellations. 
As reported in 2.2.3, Meines employed branding constellations successfully to test an existing 
conceptual framework on leadership. In this thesis a branding constellation is, among other methods, 
for the first time successfully employed to triangulate a conceptual framework of hospitality. This 
offers new possibilities for the theme: the concept of hospitality can be deepened by further 
research or branding constellations can be employed to triangulate conceptual frameworks for the 
study of other concepts.  
In 2.2.3, it is reported that recently new variations of systems constellations were introduced within 
the branding theme by Jongsma (2011) and Meines (2011): innovation constellations and 
intervention constellations. Based on this study, it is adviced to future theme students to investigate 
the opportunities to develop concept constellations: the application of systems constellations to 
study theoretical concepts by revealing the key sub concepts in theory and practice as well as the 
relationships between these subconcepts.  
 
Figure 11 Final version of the theoretical conceptual framework of hospitality based on the editorial article by Lynch et al. (2011)  
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APPENDIX 1 GENERAL PROCEDURE BRANDING CONSTELLATIONS 
 
As reported in 2.2.1, the general procedure of the actual branding constellations as they were 
conducted in Jurg’s study is continued within the branding theme and covers five phases (Jurg, 2010: 
24-27). These phases are:  
1. Introduction phase: The branding constellation starts with a short and focused dialogue 
between the brander and the facilitator. The brander is a manager of a company in charge of 
branding decisions who conducted a branding constellation to identify a branding problem. 
The facilitator guides the branding constellation. In this dialogue, the branding problem is 
reframed as an optional change in the marketing programme. The introduction finishes with 
the identification of the core elements of the branding system and the specification of an 
optional change in the marketing programme.   
2. Projection phase: In this phase, branders select people from the present marketing experts to 
take the role of the core branding and environmental elements in their branding problems 
mentioned in the introduction phase. The selection of the elements is called the element 
projection because the branders project their associations with these element onto the 
selected people. The selected people who personified these elements are called stand-ins. 
The brander positions the stand-ins in relation to each other in the open space in the middle 
of the group, without any further communication or intervention.  This is called systems 
projection. These projections evoke emotions in the stand-ins and the facilitator questions 
the stand-ins on these emotions. 
3. Intervention phase: During this phase the facilitator deepens the systems metaphor by 
conducting interventions to identify and improve the relationships among the stand-ins of 
the branding and environmental elements in the constellation in three ways: by 
repositioning, by initiating the expression of implicit emotions of stand-ins (called process 
work) and by introducing emergent elements which the brander did not consider being core 
elements, but which seem important to help the brander understand relevant patterns. 
4. Vision phase: In this phase, the brander sets up  a stand-in for an optional change in the 
marketing programme. The aim of this phase is to reveal configurations with positive and/or 
negative feedback loops. The final configuration is called the vision constellation. 
5. Debriefing phase: The facilitator asks the branders to reveal the brand and the branding 
problem situation to the attending marketing experts, and reflect on their experiences and 
on the insights gained from the branding constellation.  
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APPENDIX 2 THREE-DOMAIN MODEL OF HOSPITALITY  
 
In Display 7 (3.3.3), the three-domain model of hospitality (Lashley, 2000: 4) is mentioned. Figure A1 
presents the visual display of this framework.  
 
 
 
 
 
 
 
 
 
 
 
 
 
As Figure A1 points out, the three domains are: the social, the private and the commercial domain, 
respectively. Each domain represents an aspect which is both independent and overlapping.  
The social domain of hospitality considers the social settings in which hospitality and acts of 
hospitableness take place together with the impacts of social forces on the production and 
consumption of food/drink/and accommodation.  
The private domain considers the range of issues associated with both the provision of the “trinity” 
(food/drink/and accommodation) in the home as well as considering the impact of host and guest 
relationships.  
The commercial domain concerns the provision of hospitality as an economic activity and includes 
both private and public sector activities.  
Figure A1 Three-domain model of hospitality (Lashley, 2000: 4) 
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APPENDIX 3 HOSPITALITY CONCEPTUAL LENS 
 
In Display 7 (3.3.3), the hospitality conceptual lens (Lashley et al., 2007b: 175). Below, the visual 
display of this framework is presented. 
 
Figure A2 Hospitality conceptual lens (Lashley et al., 2007b: 175) 
 
As Figure A2 makes clear, within the hospitality conceptual lens, there are nine themes: 
1. The host/guest transaction; the dominant one. 
The remaining eight themes, which can be seen as derivatives of the core, are:  
2. Domestic discourse. This theme reflects the domestic roots of hospitality. 
3. Commerce. This theme refers to particular types and sites of commercial hospitality. 
4. Inclusion/exclusion. This theme is the symbolisation of (un)welcoming the other. A relevant 
dimension is the host’s possession of the “power” and authority to invite. 
5. Laws. This theme represents the socially and culturally defined obligations, standards, 
principles, norms and rules. 
6. Performance. The  host/guest transaction can be depicted as actors performing their roles. 
7. Politics of space. These politics define the level of intimacy/distance within the host/guest 
transaction. 
8. Types and sites. This theme makes differentiation, recognising the multi-manifestation of 
forms and locations for experiencing hospitality and host/guest transaction. 
9. Social and cultural dimensions. This theme represents the temporary common moral 
universe of host and guest. 
76 
APPENDIX 4 DESCRIPTION INTRODUCTION PHASE BRANDING CONSTELLATION 
 
In subsection 4.2.5, a brief description of the branding constellation on hospitality which was 
conductend on January 17th 2013 is given. Below, an extensive description of the introduction phase 
of the branding constellation is presented. 
On January 4th, the facilitator sent an e-mail (see Display A1) to his (former) OU students to attend 
the constellation.  
Display A1 Invitation to attend the branding constellation on January 17th 
Invitation to attend the branding constellation 
 
Beste Premaster-, ASM- en ICM-student, 
Wil je een keer een merkopstelling meemaken in het kader van een afstudeeronderzoek dan ben je van harte 
welkom op donderdagmorgen 17 januari van 10:00 – 13:00 uur in studiecentrum Zwolle.  
 
As Display A1 makes clear, the constellation was planned on January 17th at the Open University in 
Zwolle. 
On January 8th, there was a dialogue between between the HBS dean and the facilitator in the 
presence of the researcher. As a result of this dialogue, the following constellation question was 
formulated: “Which elements play a crucial role in reaching the status of THE Dutch Hospitality 
Business School ?” The assumption was, that this status could be reached by a deeper understanding 
of hospitality.   
For many years, HBS graduates have been recognised as thinkers who get things done (HBS Business 
plan 2012-2016); in other words, they use their mind and their manual skills. In order to fulfil the 
before mentioned aspiration, the combination of mind and manual skills is completed by adding “the 
heart”. After the Swiss pedagogue and philosopher Pestalozzi (1746-1827), the basis for the 
education and research in the years ahead is: “Hands on, minds on, hearts on”. It is from this 
conviction, the HBS staff contributes to a (more) hospitable world. In an attempt to bring this 
conviction to life, the HBS management team addressed the following four key words concerning 
hospitable behaviour: “Social cohesion”, “100% Ownership”, “Sincere interest” and “Give and receive 
feedback” (Hulpmiddel HBS gesprekscyclus 2012 – 2013).  
On the basis of this information by the dean, the facilitator did a first suggestion concerning the 
elements for the branding constellation, which is depicted in Display A2. 
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Display A2 Facilitator’s first suggestion concerning the elements for the branding constellation (January 9th) 
Element 
number 
Branding constellation elements in Dutch Branding constellation elements in English 
1.  Hospitality Hospitality 
2.  Sociale cohesie Social cohesion 
3.  Oprechte aandacht Sincere interest 
4.  100% Eigenaarschap 100% Ownership 
5.  Elkaar in vertrouwen aanspreken Give and receive feedback  
6.  Mogelijke andere elementen uit het 
etymologisch onderzoek  
Eventually other elements from the etymological 
research of the word hospitality.  
 
Display A2 depicts six elements: the elements 1-5 came directly from the dean’s information. In 
addition, element 6, which was a result of the researcher’s literature study, was added. 
In Display A3 the development of the elements which came from the dean is displayed.  
Display A3 The development of the dean’s elements  
Element  
number 
Branding constellation elements 
in Dutch (January 9
th
) 
Branding constellation elements 
in Dutch (January 10
th
, after 
reaction HBS dean) 
Branding constellation elements 
in English (January 10
th
, after 
reaction HBS dean) 
1.  Hospitality Gastvrijheid Hospitality 
2.  Sociale cohesie   
3.  Oprechte aandacht Oprechte aandacht Sincere interest 
4.  100% Eigenaarschap 100% eigenaarschap  100% ownership 
5.  Elkaar in vertrouwen aanspreken Elkaar in vertrouwen aanspreken Give and receive feedback 
6.   Loyaliteit Loyalty.  
 
The first column of Display A3 presents the the first suggestion by the facilitator, based on the 
information from the dean (see element 1-5 in Display A2). The second column of Display A3 points 
out that “Sociale cohesie” is removed by the dean. According to the dean, this element was covered 
by the combination of “Sincere attention”, “100% Ownership” and “Give and receive feedback”. 
“Loyalty” was added in this phase. The last column of Display A3 presents the dean’s elements in 
English.  
 
Display A4 explains the development of elements which were added by the facilitator and the 
researcher.  
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Display A4 Development of the elements from the etymological research of the word hospitality 
Element  
number 
Branding 
constellation 
elements in 
Dutch  
(January 9
th
) 
Branding 
constellation 
elements in 
Ducth    
(January 9
th
, 
after first 
reaction 
researcher) 
Branding 
constellation  
elements in 
Dutch    
(January 14
th
, 
after first 
reaction 
facilitator) 
Branding 
constellation  
elements in 
Dutch    
(January 15
th
, 
after second 
reaction 
researcher) 
Branding 
constellation  
elements in 
Dutch     
(January 16
th
, 
after second 
reaction 
facilitator) 
Branding 
constellation  
Elements in 
English    
(January 16
th
, 
after second 
reaction 
facilitator) 
6. Mogelijke 
andere 
elementen 
uit het 
etymologisch 
onderzoek 
(In)equality Gelijk-
waardigheid 
Macht Meesterschap Mastership 
7.  Trans-
formatie 
Transformatie-
proces van 
vreemdeling 
naar gast (van 
onbekend naar 
bekend) 
Transformatie 
door 
menselijke 
interactie 
Transformatie 
van 
onbekende 
tot bekende 
Transformation 
from unknown 
to known 
8.  Wederkerig-
heid 
Wederkerig-
heid 
Wederkerig-
heid 
Wederkerig-
heid 
Reciprocity 
9.     Sociale 
cohesie 
Social cohesion 
10.   Transformatie-
proces binnen 
vreemdeling/ 
gast 
(van onbekend 
naar bekend) 
Transformatie 
binnen gast 
Transformatie 
van de gast 
(als resultaat 
van het 
interactie-
proces) 
Transformation 
of the guest (as 
a result of the 
interaction 
process) 
11.   Transformatie-
proces binnen 
host 
Transformatie 
binnen host 
Transformatie 
van de host 
(als resultaat 
van het 
interactie-
proces) 
Transformation 
of the host (as a 
result of the 
interaction 
process) 
12.     Saxion 
Business 
School 
Saxion Business 
School 
13.     Saxion 
Hospitality 
Business 
School 
Saxion 
Hospitality 
Business School 
 
As the last column of Display A4  makes clear, in addition to the elements mentioned by the dean  
(see Display A3), the facilitator and the researcher marked eight elements for the start of the 
workshop.  
The elements reported in Display A3 and Display A4 together formed the list of possible elements for 
the branding constellation. This list is depicted in Display A5. The columns one through three present 
the element numbers, the element codes and the translation in English, respectively.  
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Display A5 Possible elements for the branding constellation (January 17th start of the constellation ) 
Element number  Code Branding constellation: elements in English  
1.  G Hospitality 
2.  O Sincere interest  
3.  E 100% Ownership 
4.  A Give and receive feedback  
5.  L Loyalty 
6.  M Mastership 
7.  T Transformation from unknown to known 
8.  W Reciprocity  
9.  C Social cohesion 
10.  B Transformation of the guest (as a result of the interaction process) 
11.  H Transformation of the host (as a result of the interaction process) 
12.  S Saxion Business School 
13.  SH Saxion Hospitality Business School 
 
The element numbers 1-5 in Display A5 were given by the dean; the elements 6-8 came from the 
researcher’s literature study, the latter were not known to the dean during the preparation. The 
elements 9, 12 and 13 did not seem to be the most important ones, but could be useful because they 
were mentioned in the dialogue at January 8th . The elements 10 and 11 were added because they  
came indirectly from the literature review.  
Twenty five people attended the hospitality branding constellation; twenty one of the attendees 
were invited by the facilitator and four by the researcher. In addition to these twenty five attendees, 
the following people were present: the HBS dean, the HBS manager, the facilitator and his business 
partner, two people to film the constellations and the researcher. The HBS dean chose and 
positioned the elements. The twenty five people mentioned above were blanks as they neither knew 
the dean nor the research question.  
Because there seemed to be too few people who were able to come, the facilitator sent a reminder 
to attend the constellation on January 10th . This reminder is displayed in Display A6. For the same 
reason, the student invited ten of her relatives at this date. 
Display A6 Reminder to attend the branding constellation on January 17th 
Reminder to attend the branding constellation  
  
Beste Premaster-, ASM- en ICM-studenten,  
Waarschijnlijk is donderdagmorgen 17 januari van 10:00 - 13:00 uur een ongelukkige tijd. Op dit moment ga ik de 
volgende keer geen opstelling weer organiseren op een dergelijk moment. Mochten enkelen van jullie zich nog vrij 
kunnen maken om aanwezig te zijn dan graag, want er kunnen tot nu toe te weinig mensen voor een goede 
merkopstelling.  
Hopelijk toch tot ziens op de 17e januari, 
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On January 15th the thirty people who were able to join the constellations received the final 
invitation (see Display A7) by e-mail.  
Display A7 Final invitation to attend the branding constellation on January 17th 
Final invitation  
Beste aanwezigen op donderdagmorgen 17 januari, 
 
Op donderdag 17 januari a.s. vindt dus een merkopstelling plaats in het gebouw van de Open Universiteit Nederland in 
Zwolle, Koggelaan 3F (http://www.ou.nl/web/zwolle/routebeschrijving). In de ruimte zal een camera aanwezig zijn die 
de opstelling registreert. Deze opname zal alleen gebruikt worden voor het afstudeeronderzoek en het nabespreken 
met de opdrachtgever. Als dank voor je aanwezigheid ontvang je de boekversie van mijn proefschrift.  
 
Programma 
9.30 uur Binnenkomst met koffie/thee 
9.55 uur Introductie 
10:00 uur Merkopstellingen 
12.15 uur Soep en broodje 
13:00 uur Einde. 
 
In de bijlage vind je een korte introductie op de methodiek van de merkopstellingen. Mocht je gevraagd worden om 
een bepaalde (f) actor uit het opgestelde merksysteem te representeren in een merkopstelling, dan is het -zoals altijd- 
de bedoeling dat je reageert vanuit je positie in de opstelling. Dus mocht je een indruk hebben of krijgen door wat de 
opdrachtgever zegt over welke organisatie het gaat, vergeet dit dan zo snel mogelijk en focus je op 
1. Je gevoelens over de plek waarop je staat 
2. Of je een beweging zou willen maken en zo ja welke 
3. Hoe je relatie is met de andere representanten 
4. Hoe je hun posities ervaart en 
5. Of je vindt dat een of meer van hen een andere positie zouden moeten innemen als het aan jou lag en zo ja welke. 
Benoem daarbij de andere “representanten” op basis van het kenmerk wat hen volgens jou het duidelijkste 
onderscheidt van de andere opgestelde representanten. 
 
Uit het onderzoek tot nu toe blijkt dat representanten bij voorkeur zo veel mogelijk aan met de voornaam aan moeten 
worden gesproken omdat het noemen van de naam van het element voor een vertekening lijkt te zorgen. Aan de 
andere kant blijkt echter ook dat de opdrachtgevers meer inzichten ontwikkelen als de representanten worden 
aangesproken waar ze voor staan. Daardoor ontstaat dus een dilemma voor mij als begeleider. Probeer er daarom svp 
niet op te letten hoe ik je aanspreek. Let er ook niet op wat eventueel gezegd wordt over je uitspraken, voel alleen of 
bepaalde gebruikte woorden een fysieke tinteling o.i.d. bij je oproepen. 
 
Praat svp ook na afloop alleen over je ervaringen als representant met de opdrachtgevers en niet over je persoonlijke 
ervaringen met de opdrachtgevers. Ik sta na afloop wel zeer open voor je persoonlijke ervaringen met de 
opdrachtgevers. 
 
Uiteraard vraagt je rol als representant om ‘discretie’: praat er dus niet met derden over! 
 
Tot donderdag a.s. tussen 9:30 en 9:45 uur,  
 
Twenty five people attended the hospitality branding constellation; twenty one of the attendees 
were invited by the facilitator and four by the researcher. In addition to these twenty five attendees, 
the following people were present: the HBS dean, the HBS manager, the facilitator and his business 
partner, two people to film the constellations and the researcher. The twenty five people mentioned 
above were blanks as they neither knew the dean nor the research question. 
As the possible elements were known (see Display A5) and the attendees were present, the 
introduction phase ended and the projection phase could start. 
 
Loyalty (L) 
Hospitality (G) 
Loyalty (L) 
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APPENDIX 5 FINDINGS FROM THE ETYMOLOGY  
 
In 5.1, a summary of the findings from the etymology is presented. Below, an extensive description 
regarding the main things to be studied and their presumed relationships is depicted.     
First, the text parts from the etymology as presented in Display 4 were analysed by close reading. 
This analysis is presented in Display A8. The columns one through four present the etymological 
descriptions, the close reading and the subconcusions, consecutively. 
Display A8 Analysis of the text parts from the etymology by close reading 
Etymological descriptions of hospitality  Close readings Sub 
conclusions: 
substantives  
coming from 
hostis/xenos/ 
ghosti 
Sub 
conclusions: 
substantives 
coming from 
postis/ 
despótes/ 
poti  
We get our word from the Latin hospes. This is a 
compound of words from two families:  hostis, 
meaning either guest or host; and postis, master.  
Hostis carries with it the notion of reciprocity. 
There is a gift-giving relationship that establishes 
an equality, and so the same word can be used for 
both host and guest. The Greek xénos, stranger, 
also has this dual meaning and carries with it a 
sense of reciprocity between the two.  Indeed, one 
Greek word for hospitality, philoxenia or love of 
the stranger, seems to primarily emphasize this 
aspect of hospitality. Postis, is the word for the 
master of a house, the one who makes the rules. 
The Greek is despótes, from which we get despot. 
This is the person who has power over and who 
can make the decisions for the group. This person 
is the only one who matters.  Insofar as hospitality 
is offered from the position of the master, there is 
no reciprocity. So the tension within the word is 
between reciprocity and equality and domination 
or exclusive power.  
The Latin word hospes 
consists of two parts.  
One the one hand hostis, 
which can mean either 
guest or host. The Greek 
xenos means stranger 
and also has this dual 
meaning, which suggests 
reciprocity and equality. 
And on the other hand 
postis, meaning the 
master, the one who has 
power and domination. 
Guest 
Host  
Stranger 
Reciprocity  
Equality 
 
Master 
Power  
Domination 
If there is any concept worth restoring to its 
original depth and evocative potential, it is the 
concept of hospitality. It is one of the richest 
biblical terms that can deepen and broaden our 
insight in our relationships to our fellow human 
beings. It is about converting the hostis into a 
hospes, the enemy into a guest.   
The original meaning of 
hospitality is about 
transforming an enemy 
into a guest. 
Enemy 
Guest 
 
 
Hospitality is a word of Latin origin, of a troubled 
and troubling origin, a word which carries its own 
contradiction incorporated into it. It is a Latin word 
which allows itself to be parasitized by its opposite, 
‘hostility’, the undesirable guest which it harbors 
as the self-contradiction in its own body. 
 
 
The original meaning of 
hospitality carries the 
contradiction of hostility 
in it; it is about the guest 
as well as about the 
undesirable guest. 
Hostility 
Guest 
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The word guest came from the Middle English 
gest, evolved from Old Norse gestr, and from Old 
High German gast, both come from Germanic 
gastiz. Ghos-ti also evolved to the Latin root hostis, 
meaning enemy, army, and where host and hostile 
find their origin; and the Latin root hostia, meaning 
sacrifice, host (Eucharistic). The combination of 
ghos-ti and another Proto-Indo-European root 
poti, powerful, gave the compound root ghos-pot-, 
ghos-po(d)-, which evolved to the Latin hospes and 
eventually into hospice, hospitable, hospital, 
hospitality, host (giver of hospitality), hostage and 
hostel. The Greek languages from the same Proto-
Indo-European base; ghos-ti gave the Greek xenos, 
which had the interchangeable meaning guest or 
stranger. 
The Latin word hostis can 
mean enemy, army, 
host(ile) or sacrifice. 
Poti means powerful. 
The sentence: “The 
combination … hostel” 
gives information about 
the combination of the 
two parts (hostis and 
postis) and not about the 
separate parts. 
The Greek xenos can 
mean either guest or 
stranger. 
Enemy 
Army 
Host 
Sacrifice 
Guest 
Stranger. 
 
 
 
As Display A8 makes clear, twelve substantives are derived from the etymological descriptions of 
hospitality. These substantives are presented in Display A9. 
Display A9 Substantives coming from hostis  and postis derived from four etymological text parts 
Substantives coming from hostis/xenos/ghosti  Substantives coming from postis/despótes/poti 
1. Army 1. Domination 
2. Enemy 2. Master 
3. Equality 3. Power. 
4. Guest  
5. Host  
6. Hostility  
7. Reciprocity  
8. Sacrifice  
9. Stranger  
 
As Display A9 makes clear, nine substantives come from hostis/xenos/ghosti and three from 
postis/despótes/poti. 
Next, the full texts of the most relevant four articles (see Display 4) were analysed on the presence 
and frequency of the substantives reported in Display A9. Display A10 depicts the frequencies of the 
substantives coming from hostis and postis in the four etymological articles.  
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Display A10 Frequencies of the substantives coming from hostis and postis in the four etymological articles 
Substantives Johnson 
(2010) 
Nouwen 
(1975) 
Derrida 
(2000) 
O’Gorman 
(2005) 
Sum 
Coming from hostis/xenos/ghosti 
1. Army 0 0 0 1 1 
2. Enemy 0 0 0 2 2 
3. Equality 2 0 0 0 2 
4. Guest 2 2 5 23 32 
5. Host 2 3 3 13 21 
6. Hostility 0 1 1 0 2 
7. Reciprocity 4 0 0 5 9 
8. Sacrifice 0 0 0 1 1 
9. Stranger 2 3 3 15 23 
Coming from postis/despótes/poti 
1. Domination 1 0 0 0 1 
2. Master 3 0 0 1 4 
3. Power 2 1 0 0 3 
 
As reported in 4.3.1.1, Lacity and Janson (1994: 142) state that text interpretation is straightforward 
except when language ambiguities are encountered. Therefore, Johnson’s (2010: 2-3) English 
translation of Benveniste’s text is used in this thesis. As a result of this, Johnson’s name and year of 
publication are depicted in the second column of Display A10. 
Display A11 presents the substantives from hostis and postis in four etymological articles ordered by 
frequency.  
Display A11 Substantives coming from hostis and postis in the four etymological articles ordered by frequency 
Substantives Frequencies Coming from 
1. Guest 32 hostis/xenos/ghosti 
2. Stranger 23 hostis/xenos/ghosti 
3. Host 21 hostis/xenos/ghosti 
4. Reciprocity 9 hostis/xenos/ghosti 
5. Master 4 postis/despótes/poti 
6. Power 3 postis/despótes/poti 
7. Enemy 2 hostis/xenos/ghosti 
8. Equality 2 hostis/xenos/ghosti 
9. Hostility 2 hostis/xenos/ghosti 
10. Army 1 hostis/xenos/ghosti 
11. Domination 1 postis/despótes/poti 
12. Sacrifice 1 hostis/xenos/ghosti. 
 
Display A11 shows that “Guest”, “Stranger” and “Host” were the most frequently found substantives.  
Next, all sentences in which the before mentioned substantives were found, were closely read on 
their content. The findings are presented in Display A12 through Display A23.  
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Display A12 Close readings of the etymological information in full sentences with the substantive “Guest” 
Sentence 
numbers 
Authors 
and pages 
Full sentences with the substantive 
“Guest” 
Close readings Sub 
conclusions: 
information 
about the 
etymology 
of the word 
1. Johnson 
(: 3) 
This is a compound of words from 
two families:  hostis, meaning either 
guest or host; and postis, master. 
Here, the author explains that 
the word ‘hospitality’ is a 
combination of the Latin words 
‘hostis’ and ‘postis’. 
Yes 
2. Johnson 
(: 3) 
 
There is a gift -giving relationship 
that establishes an equality, and so 
the same word can be used for both 
host and guest. 
Here, the author gives an 
explanation about the Latin 
word ‘hostis’. 
Yes 
3. Nouwen 
(: 47) 
Then, in fact, the distinction 
between host and guest proves to 
be artificial and evaporates in the 
recognition of the new found unity. 
In the before going sentence, 
the author states that strangers 
can become guests when 
hostility is converted in 
hospitality. As a result of this, 
the distinction between host 
and guest (both coming from 
‘hostis’) is artificial. 
Yes 
4. Nouwen 
(: 47) 
Thus the biblical stories help us to 
realize not just that hospitality is an 
important virtue, but even more that 
in the context of hospitality guest 
and host can reveal their most 
precious gifts and bring new life to 
each other. 
Here, Nouwen explains the 
religious meaning of 
hospitality.  
No 
5 Derrida 
(: 3) 
It is a Latin word which allows itself 
to be parasitized by its opposite, 
‘hostility’, the undesirable guest 
which it harbors as the self-
contradiction in its own body. 
Derrida explains that the word 
‘hospitality’ carries its own 
contradiction incorporated into 
it. 
Yes 
6. Derrida 
(: 15) 
‘Host’  and  ‘guest’ can  both  
translate ‘hôte’. 
This is one of the footnotes. No 
7. Derrida 
(: 15) 
Occasionally,  he resorts to English 
to specify the sense of ‘hôte’ as 
either ‘host’or ‘guest’. 
This is one of the footnotes. No 
8. Derrida 
(: 17) 
The visitor  is  not  necessarily an 
invited  guest (un  invite). 
This is one of the footnotes. No 
9. Derrida 
(: 17) 
‘Invité’ can, of course, also  be  
translated  by ‘guest’. 
This is one of the footnotes. No 
10. O’Gorman 
(: 142) 
Many modern words readily 
associated with hospitality are 
evolved from the same hypothetical 
Proto-Indo-European Root ghosti 
meaning: stranger, guest, host: 
properly ‘someone with whom one 
has reciprocal duties of hospitality’ 
(American Heritage Dictionary, 
2001). 
 
 
O’Gorman states that many 
modern words related to 
hospitality evolved from the 
same root. 
Yes 
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11. O’Gorman 
(: 142) 
The word guest came from the 
Middle English gest, evolved from 
Old Norse gestr, and from Old High 
German gast, both come from 
Germanic gastiz.  
Here, O’Gorman explains the 
origin of the word guest. 
Yes 
12. O’Gorman 
(: 142) 
The Greek languages also evolved 
from the same Proto-Indo-European 
base; ghosti gave the Greek xenos 
which has the interchangeable 
meaning guest, host or stranger. 
The author explains that the 
Greek ‘xenos’ also has the same 
root and can mean guest, host 
or stranger. 
Yes 
13. O’Gorman 
(: 142) 
In true hospitality, it doesn’t matter 
who the guest is, nor their apparent 
status in life. 
Here,  O’Gorman gives 
information about Grecian 
hospitality and mythology.  
No 
14. O’Gorman 
(: 143) 
The Greeks in some cases had 
particular words for some of these 
violations: for example, xenodaites 
‘one that devours guests’, a concept 
epito-mised by the Cyclops, ‘the 
guest-eating monster’ and 
xenoktonos ‘slaying of guests and 
strangers’.  
This sentence is about 
mythology in ancient Greece. 
 
 
 
No 
15. O’Gorman 
(: 143) 
Xenophon (c. 400 BC), whose name 
means ‘strange sound’ or ‘guest 
voice’, was an Athenian knight, an 
associate of Socrates, and is known 
for his writings on Hellenic culture. 
O’Gorman gives information 
about public hospitality in 
Greece, here.   
No 
16. O’Gorman 
(: 144) 
Plato, in his Laws detailed four types 
of stranger/guest from abroad who 
are to be welcomed but treated 
differently, according to their 
purpose, rank and station. 
In this part, which is also about 
public hospitality in ancient 
Greece, the author indicates 
that Plato created rules (‘laws’) 
for hospitality.  
No 
17. O’Gorman 
(: 144) 
Plato also indicated that there 
should be conformity with the ‘laws’ 
for all guest/strangers from abroad, 
and that the ‘laws’ also apply when 
sending out the 
state’s own citizens to other states. 
Here, O’Gorman gives more 
information about Plato’s rules.  
 
No 
18. O’Gorman 
(: 144) 
The observance of these ‘laws’ was 
doing honour to Zeus, Patron of 
Strangers, and was therefore seen as 
the only appropriate behaviour, 
rather than being unwelcoming to 
guest/strangers, which, by definition 
dishonours Zeus. 
Here, O’Gorman gives more 
information about Plato’s rules. 
No 
19. O’Gorman 
(: 144) 
However, in Plato’s ‘laws’, although 
hospitality for the visitor/stranger 
from aboard is welcoming, it is 
codified to provide reference points 
for provision of hospitality 
depending on the nature of the 
needs of the guest. 
 
 
 
 
Here, O’Gorman gives more 
information about Plato’s rules. 
No 
86 
20. O’Gorman 
(: 144) 
Relations between the Greek city-
states gave rise to the role of 
Proxenos, who was literally the 
‘guest-friend’ of a city-state, looking 
after the interests of a foreign state 
in his own country; for example, the 
Spartan Proxenos in Athens was an 
Athenian citizen. 
This sentence is about the city-
states in ancient Greece. 
No 
21. O’Gorman 
(: 144) 
The word xenos implies ‘guest’ or 
‘foreigner’; however, in this context 
the general consensus among 
scholars is that proxenia (the 
relationship of the Prox-enos) is one 
of hospitality.  
Here, the author states that the 
word ‘xenos’ means ‘guest’ or 
‘foreigner’. 
Yes 
22. O’Gorman 
(: 144) 
Liddell and Scott (1940) suggest that 
they would also represent the guest 
in courts of law if necessary. 
This sentence is about the 
Greek Proxenoi. 
No 
23. O’Gorman 
(: 145) 
These kind and generous acts of 
hospitality lead to long-lasting 
friendships between the host and 
the guest, and it was from these 
personal bonds that the public ties 
of hospitality were later to be 
formed. 
This sentence is about the 
domestic hospitality in Roman 
times. 
No 
24. O’Gorman 
(: 147) 
However, the duties of the guest are 
clear too, the host expects these 
guests to follow His example and 
share their livelihood and their life, 
with their fellow guests on His earth. 
This sentence gives information 
about hospitality in the Old 
Testament. 
 
 
 
No 
25./26. O’Gorman 
(: 147) 
Then the stranger is seen as a guest 
who enjoys a full expression of 
welcome and becomes a part of the 
household, until the day comes 
when the guest must leave. 
This sentence gives information 
about hospitality in the New 
Testament. 
No 
27. O’Gorman 
(: 147) 
In departure, the guest is 
transformed once again into a friend 
or enemy. 
Here, the author explains how 
hospitality was seen in the New 
Testament. 
No 
28. O’Gorman 
(: 147) 
Koenig (1992) identifies a distinctive 
element in biblical hospitality: God 
and/or Christ was often the host or 
guest. 
This sentence gives information 
about hospitality in the New 
Testament. 
 
No 
29. O’Gorman 
(: 148) 
The concepts of guest, stranger, and 
host are closely related. 
This sentence is part of the 
summary of the paper and 
describes the tradition of 
hospitality. 
Yes 
30. O’Gorman 
(: 149) 
Developments in the societies lead 
to the formal stratification of 
hospitality: the codification of 
hospitality being based on whether 
it was private, civic or business, and 
on the needs and purpose of the 
guest/stranger, and their nature or 
status. 
 
Although this is part of one of 
the five dimensions of 
hospitality, it does not give 
information about the 
etymology. 
No 
87 
31. O’Gorman 
(: 149) 
Hospitality management, in the civic 
and business sense, is established as 
being centred on persons 
responsible for formal hospitality, 
and also for the protection of the 
guest/stranger and ensuring their 
proper conduct. 
Although this is part of one of 
the five dimensions of 
hospitality, it does not give 
information about the 
etymology. 
No 
32. O’Gorman 
(: 149) 
The needs of the host and the guest 
have 
always varied; hospitality therefore 
has 
always had to be able to respond to 
a 
range of needs. 
Although this is part of one of 
the five dimensions of 
hospitality, it does not give 
information about the 
etymology. 
No. 
 
As Display A12 makes clear, the substantive “Guest” was found thirty two times in the etymological 
articles. Nine sentences with the substantive “Guest” gave etymological information about the word 
hospitality.  
Display A13 presents the close readings of the full sentences with the substantive “Stranger”. 
Display A13 Close readings of the etymological information in full sentences with the substantive “Stranger” 
Sentence 
numbers 
Authors 
and pages 
Full sentences with the substantive 
“Stranger” 
Close readings Sub 
conclusions: 
information 
about the 
etymology 
of the word 
1.  Johnson 
(: 3) 
The Greek xenos, stranger, also has 
this dual meaning and carries with it 
a sense of reciprocity between the 
two. 
Johnson explains that the 
Greek word ‘xenos’, just like 
the Latin ‘hostis’, means 
‘host’ and ‘guest’ and that 
there is reciprocity between 
the two. 
Yes 
2.  Johnson 
(: 3) 
Indeed, one Greek word for 
hospitality, philoxenia or love of the 
stranger, seems to primarily 
emphasize this aspect of hospitality. 
This sentence follows the 
before mentioned sentence 
and the author emphasises 
that the original meaning of 
hospitality is about love of 
the stranger. 
Yes 
3.  Nouwen 
(: 47) 
Old and New Testament stories not 
only show how serious our obligation 
is to welcome the stranger in our 
home, but they also tell us that 
guests are carrying precious gifts 
with them, which they are eager to 
reveal to a receptive host. 
Here, Nouwen explains the 
religious meaning of 
hospitality. 
 
 
 
 
No 
4.  Nouwen 
(: 47)  
When the two travellers to Emmaus 
invited the stranger, who had joined 
them on the road to stay with them 
for the night, he made himself known 
in the breaking of the bread as their 
Lord and Saviour (Luke: 24: 13-35). 
The author gives an example 
from the bible here. 
No 
88 
5.  Nouwen 
(: 48) 
The term hospitality, therefor, should 
not be limited to its literal sense of 
receiving a stranger in our house – 
although it is important never to 
forget or neglect that!- but as a 
fundamental attitude toward our 
fellow human being, which can be 
expressed in a great variety of ways. 
In this sentence, Nouwen 
gives his opinion about how 
hospitality should be seen. 
No 
6.  Derrida 
(: 16) 
‘Étranger’ has been translated 
variously as ‘stranger’, ‘foreigner’, 
and ‘foreign’, depending on the 
context.  
This is one of the footnotes. No 
7.  Derrida 
(: 16) 
If the stranger behaves himself,  
however, we cannot turn him away. 
This is one of the footnotes. No 
8.  Derrida 
(: 16) 
The stranger can pass through but 
cannot stay. 
This is one of the footnotes. 
 
 
No 
9.  O’Gorman 
(: 142) 
Many modern words readily 
associated with hospitality are 
evolved from the same hypothetical 
Proto-Indo-European Root ghosti 
meaning: stranger, guest, host: 
properly ‘someone with whom one 
has reciprocal duties of hospitality’ 
(American Heritage Dictionary, 2001). 
O’Gorman states that many 
modern words related to 
hospitality evolved from the 
same root. 
Yes 
10.  O’Gorman 
(: 142) 
The Greek languages also evolved 
from the same Proto-Indo-European 
base; ghosti gave the Greek xenos 
which has the interchangeable 
meaning guest, host or stranger. 
The author explains that the 
Greek ‘xenos’ also has the 
same root and can mean 
guest, host or stranger. 
Yes 
11.  O’Gorman 
(: 142) 
Hospitality, then, ‘represents a kind 
of guarantee of reciprocity — one 
protects the stranger in order to be 
protected from him’ (Muhlmann, 
1932, p. 463). 
In the sentences before, 
O’Gorman refers to the 
interchangeable meaning of 
the words ‘hostis’ and 
‘xenos’(both meaning guest, 
host or stranger). As a result 
of this, hospitality represents 
a kind of guarantee of 
reciprocity. 
 
Yes 
12.  O’Gorman 
(: 142) 
In ancient Greece, it was not known if 
the stranger knocking at the door 
was going to be hostile or hospitable, 
whether they were a god disguised, 
or watching from above and passing 
judgment 
This sentence is about 
hospitality in ancient Greece. 
It does not give information 
about the etymological 
meaning of the word. 
No 
13.  O’Gorman 
(: 142) 
Generous hospitality freely given to a 
stranger was the same as that given 
to a god. 
Here,  O’Gorman gives 
information about Grecian 
hospitality and mythology.  
No 
14.  O’Gorman 
(: 144) 
Plato, in his Laws detailed four types 
of stranger/guest from abroad who 
are to be welcomed but treated 
differently, according to their 
purpose, rank and station. 
In this part, which is also 
about public hospitality in 
ancient Greece, the author 
indicates that Plato created 
rules (‘laws’) for hospitality.  
 
No 
89 
15.  O’Gorman 
(: 144) 
However, in Plato’s ‘laws’, although 
hospitality for the visitor/stranger 
from aboard is welcoming, it is 
codified to provide reference points 
for provision of hospitality depending 
on the nature of the needs of the 
guest. 
Here, O’Gorman gives more 
information about Plato’s 
rules. 
No 
16.  O’Gorman 
(: 147) 
And in the book of Job, when Job is 
swearing an oath of innocence in his 
defence of his good life, listing all the 
sins he has not committed, he places 
special emphasis on his practice of 
hospitality: ‘no stranger ever had to 
sleep outside, my door was always 
open to the traveller’ (Job, 31:32). 
This sentence gives 
information about hospitality 
in the Old Testament. 
 
 
 
 
No 
17./18. O’Gorman 
(: 147) 
Malina (1985) discerns a pattern to 
hospitality: testing the stranger, 
when one must decide if 
the stranger’s visit is honourable or 
hostile, which is immediately 
followed by a transition phase, 
normally foot washing. 
This sentence gives 
information about hospitality 
in the New Testament. 
No 
19. O’Gorman 
(: 147) 
Then the stranger is seen as a guest 
who enjoys a full expression of 
welcome and becomes a part of the 
household, until the day comes when 
the guest must leave. 
This sentence gives 
information about hospitality 
in the New Testament. 
No 
20. O’Gorman 
(: 148) 
The concepts of guest, stranger, and 
host are closely related. 
This sentence is part of the 
summary of the paper and 
describes the tradition of 
hospitality. 
 
 
Yes 
21. O’Gorman 
(: 149) 
Developments in the societies lead to 
the formal stratification of 
hospitality: the codification of 
hospitality being based on whether it 
was private, civic or business, and 
on the needs and purpose of the 
guest/stranger, and their nature or 
status. 
Although this is part of one of 
the five dimensions of 
hospitality, it does not give 
information about the 
etymology. 
No 
22. O’Gorman 
(: 149) 
Hospitality management, in the civic 
and business sense, is established as 
being centred on persons responsible 
for formal hospitality, 
and also for the protection of the 
guest/stranger and ensuring their 
proper conduct. 
Although this is part of one of 
the five dimensions of 
hospitality, it does not give 
information about the 
etymology. 
No 
23. O’Gorman 
(: 150) 
Reece, S. (1993). The stranger’s 
welcome: Oral theory and the 
aesthetics of the Homeric hospitality 
scene. Ann Arbor, MI: University of 
Michigan Press. 
This is one of the references. No. 
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As Display A13 makes clear, six sentences with the substantive “Stranger” gave etymological 
information about the word hospitality; e.g. that the words hostis and xenos both mean “Guest”, 
“Host” and “Stranger”.  
Display A14 presents the close readings of the full sentences with the substantive “Host”. 
Display A14 Close readings of the etymological information in full sentences with the substantive “Host” 
Sentence 
numbers 
Authors 
and pages 
Full sentences with the substantive 
“Host” 
Close readings Sub 
conclusions: 
information 
about the 
etymology 
of the word 
1. Johnson 
(: 3) 
This is a compound of words from 
two families:  hostis, meaning either 
guest or host; and postis, master. 
Here, the author explains 
that the word ‘hospitality’ is a 
combination of the Latin 
words ‘hostis’ and ‘postis’. 
Yes 
2. Johnson 
(: 3) 
 
There is a gift –giving relation-ship 
that establishes an equality, and so 
the same word can be used for both 
host and guest. 
Here, the author gives an 
explanation about the Latin 
word ‘hostis’. 
Yes 
3. Nouwen 
(: 47) 
Old and New Testament stories not 
only show how serious our obligation 
is to welcome the stranger in our 
home, but they also tell us that 
guests are carrying precious gifts 
with them, which they are eager to 
reveal to a receptive host. 
Here, Nouwen explains the 
religious meaning of 
hospitality. 
 
 
 
 
No 
4. Nouwen 
(: 47) 
Then, in fact, the distinction between 
host and guest proves to be artificial 
and evaporates in the recognition of 
the new found unity. 
In the before going sentence, 
the author states that 
strangers can become guests 
when hostility is converted in 
hospitality. As a result of this, 
the distinction between host 
and guest is  artificial. 
Yes 
5. Nouwen 
(: 47) 
Thus the biblical stories help us to 
realize not just that hospitality is an 
important virtue, but even more that 
in the context of hospitality guest 
and host can reveal their most 
precious gifts and bring new life to 
each other. 
Here, Nouwen explains the 
religious meaning of 
hospitality.  
No 
6. Derrida 
(: 15) 
‘Host’  and  ‘guest’ can  both  
translate ‘hôte’. 
This is one of the footnotes. No 
7. Derrida 
(: 15) 
Occasionally,  he  resorts  to English  
to  specify  the  sense  of ‘hôte’ as  
either ‘host’  or ‘guest’. 
This is one of the footnotes. No 
8. Derrida 
(: 17) 
In Levinas this notion of anachrony  is 
essential  to the  definition of the  
subject  as host and  as hostage;  
hence  the  anachrony  of this  
paradoxical instant. 
 
 
This is one of the footnotes 
(that refers to the work of 
Levinas). 
No 
91 
9. O’Gorman 
(: 142) 
Many modern words readily 
associated with hospitality are 
evolved from the same hypothetical 
Proto-Indo-European Root ghosti 
meaning: stranger, guest, host: 
properly ‘someone with whom one 
has reciprocal duties of hospitality’ 
(American Heritage Dictionary, 2001). 
O’Gorman states that many 
modern words related to 
hospitality evolved from the 
same root. 
Yes 
10./11. O’Gorman 
(: 142) 
Ghosti also evolved to the Latin root 
hostis, meaning enemy, army, and 
where host and hostile find their 
origin; and the Latin root hostia, 
meaning sacrifice, host (Eucharistic). 
In this sentence, the author 
describes the evolution of 
words which have led to 
hospitality. 
 
Yes 
12. O’Gorman 
(: 142) 
The combination of ghosti and 
another Proto-Indo-European root 
poti powerful, gave the compound 
root ghos-pot-, *ghos-po(d)-, which 
evolved to the Latin hospes and 
eventually into hospice, hospitable, 
hospital, hospita-lity, host (giver of 
hospitality), hostage and hostel. 
In this sentence, the author 
describes the evolution of 
words which have led to 
hospitality. 
Yes 
13. O’Gorman 
(: 142) 
The Greek languages also evolved 
from the same Proto-Indo-European 
base; ghosti gave the Greek xenos 
which has the interchangeable 
meaning guest, host or stranger. 
The author explains that the 
Greek ‘xenos’ also has the 
same root and can mean 
guest, host or stranger. 
Yes 
14. O’Gorman 
(: 142-
143) 
As the traveller would not usually be 
wandering without cause from their 
home into 
the dangers of the world, it was 
assumed they were on some mission, 
and the host was expected to be able 
to provide assistance. 
This sentence gives 
information about hospitality 
in ancient Greece based on 
the Homeric writings. 
No 
15. O’Gorman 
(: 145) 
These kind and generous acts of 
hospitality lead to long-lasting 
friendships between the host and the 
guest, and it was from these personal 
bonds that the public ties of 
hospitality were later to be formed. 
This sentence is about the 
domestic hospitality in 
Roman times. 
 
 
No 
16. O’Gorman 
(: 145) 
According to Schmitz (1875) the 
character of a hospes, that is, a 
person connected with a Roman by 
ties of hospitality, was deemed even 
more sacred and to have greater 
claims upon the host than that of a 
person connected by blood or 
affinity. 
This sentence is about the 
domestic hospitality in 
Roman times. 
No 
17. O’Gorman 
(: 147) 
Hospitality is central to virtually all 
Old Testament ethics; God, the Great 
Host, invites His guests into His 
house, the created world, 
to enjoy its riches and blessings. 
 
 
 
This sentence gives 
information about hospitality 
in the Old Testament. 
 
 
No 
92 
18. O’Gorman 
(: 147) 
However, the duties of the guest are 
clear too, the host expects these 
guests to follow His example and 
share their livelihood and their life, 
with their fellow guests on His earth. 
This sentence gives 
information about hospitality 
in the Old Testament. 
 
 
No 
19. O’Gorman 
(: 147) 
Koenig (1992) identifies a distinctive 
element in biblical hospitality: God 
and/or Christ was often the host or 
guest. 
This sentence gives 
information about hospitality 
in the New Testament. 
No 
20. O’Gorman 
(: 148) 
The concepts of guest, stranger, and 
host are closely related. 
 
 
This sentence is part of the 
summary of the paper and 
describes the tradition of 
hospitality. 
Yes 
21. O’Gorman 
(: 149) 
The needs of the host and the guest 
have always varied; hospitality 
therefore has always had to be able 
to respond to a range of needs. 
Although this is part of one of 
the five dimensions of 
hospitality, it does not give 
information about the 
etymology. 
No. 
 
As Display A14 points out, in nine cases sentences with the substantive “Host” gave information 
about the etymology of the word hospitality.  
Display A15 shows the close readings of the full sentences with the substantive “Reciprocity”. 
Display A15 Close readings of the etymological information in full sentences with the substantive “Reciprocity” 
Sentence 
numbers 
Authors 
and pages 
Full sentences with the substantive 
“Reciprocity” 
Close readings Sub 
conclusions: 
information 
about the 
etymology 
of the word 
1.  Johnson 
(: 3) 
Hostis carries with it the notion of 
reciprocity. 
Johnson makes clear, that 
‘hostis’ means ‘host’ and 
‘guest’ and therefore is 
reciprocal in nature. 
Yes 
2.  Johnson 
(: 3) 
The Greek xenos, stranger, also has 
this dual meaning and carries with it 
a sense of reciprocity between the 
two. 
Johnson explains that the 
Greek word ‘xenos’, just like 
the Latin ‘hostis’, means 
‘host’ and ‘guest’ and that 
there is reciprocity between 
the two. 
Yes 
3.  Johnson 
(: 3) 
Insofar as hospitality is offered from 
the position of the master, there is 
no reciprocity. 
Johnson makes clear that the 
word ‘hospitality’ is a 
compound of ‘hostis’ and 
‘postis’. ‘Postis’ means 
‘master’. If hospitality is 
offered from the master, 
there is no reciprocity.   
 
 
 
 
 
 
Yes 
93 
4.  Johnson 
(: 3) 
So the tension within the word is 
between reciprocity and equality and 
domination or exclusive power. 
In this sentence, the author 
explains that there is a 
contradiction (between 
reciprocity/equality and 
domination/exclusive power) 
in the true meaning of the 
word. 
Yes 
5.  O’Gorman 
(: 142) 
Hospitality, then, ‘represents a kind 
of guarantee of reciprocity — one 
protects the stranger in order to be 
protected from him’ 
(Muhlmann, 1932, p. 463). 
In the sentences before, 
O’Gorman refers to the 
interchangeable meaning of 
the words ‘hostis’ and 
‘xenos’(both meaning guest, 
host or stranger). As a result 
of this, hospitality represents 
a kind of guarantee of 
reciprocity. 
Yes 
6.  O’Gorman 
(: 147 – 
148) 
This was due to two principal 
reasons: it was in general continuity 
with Hebrew understandings of 
hospitality that associated it with 
God, covenant, and blessing; and it 
was partly in contrast to Hellenistic 
and Roman practices, which 
associated it with benefit and 
reciprocity. 
This part of the text is about 
hospitality in the Nex 
Testament. In those times, 
hospitality was necessary for 
the well-being of mankind 
and essential to the 
protection of vulnerable 
strangers. This part gives 
historical information, but no 
information about the 
etymology of the word. 
No 
7.  O’Gorman 
(: 148) 
Reciprocity of hospitality is an 
established principle.  
This sentence is part of the 
summary of the paper and 
describes the essence of 
hospitality. 
 
Yes 
8.  O’Gorman 
(: 148) 
Even with this vocational influence, 
the concept of reciprocity — 
monetary, spiritual or exchange — is 
already well established, as is the 
concept of failure to provide 
hospitality being viewed as both an 
impiety and a temporal crime. 
Here, the author states that 
the reciprocal nature of 
hospitality is well accepted. 
No 
9.  O’Gorman 
(: 149) 
Reciprocity of hospitality becomes 
legally defined. 
Here O’Gorman makes clear 
that over time, reciprocity of 
hospitality was legally 
defined. 
No. 
 
Display A15 shows, that six sentences with the substantive “Reciprocity” contained etymological 
information about the word hospitality. The display makes clear that hostis carries with it the notion 
of reciprocity. On the other hand, if its is offered by the master, there is no reciprocity. So there is a 
contradiction between reciprocity and power.   
Display A16 shows the close readings of the full sentences with the substantive “Master”. 
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Display A16 Close readings of the etymological information in full sentences with the substantive “Master” 
Sentence 
numbers 
Authors 
and pages 
Full sentences with the substantive 
“Master” 
Close readings Sub 
conclusions: 
information 
about the 
etymology 
of the word 
1.  Johnson 
(: 3) 
This is a compound of words from 
two families:  hostis, meaning either 
guest or host; and postis, master. 
Here, the author explains 
that the word ‘hospitality’ is a 
combination of the Latin 
words ‘hostis’ and ‘postis’. 
Yes 
2.  Johnson 
(: 3) 
Potis, is the word for the master of a 
house, the one who makes the rules. 
In this sentence, the author 
explains that hospitality also 
has to do with the Latin word 
‘potis’, meaning ‘the one who 
makes the rules’. 
Yes 
3.  Johnson 
(: 3) 
Insofar as hospitality is offered from 
the position of the master, there is 
no reciprocity. 
Johnson makes clear that the 
word ‘hospitality’ is a 
compound of ‘hostis’ and 
‘postis’. ‘Postis’ means 
‘master’. If hospitality is 
offered from the master, 
there is no reciprocity.   
Yes 
4.  O’Gorman 
(: 143) 
The master of a household formed 
allegiances with the masters of other 
households (oikoi); through this 
tangible hospitality, their house grew 
in wealth, strength and status, which 
was measured against other 
households. 
In this part of the text, the 
author gives an explanation 
about domestic hospitality in 
ancient Greece; hospitality 
was centred round the 
oikos(home, house-hold) and 
the master of a household 
was important. 
Yes. 
 
Display A16 makes clear, that all sentences found with the substantive “Master” gave information 
about the etymology of the word hospitality. 
The close readings of the etymological information in full sentences with the substantive “Power” are 
presented in Display A17. 
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Display A17 Close readings of the etymological information in full sentences with the substantive “Power” 
Sentence 
numbers 
Authors 
and pages 
Full sentences with the substantive 
“Power” 
Close readings Sub 
conclusions: 
information 
about the 
etymology 
of the word 
1.  Johnson 
(: 3) 
This is the person who has power 
over and who can make the decisions 
for the group. 
Here, the author explains the 
Greek word ‘despótes’. 
Yes 
2.  Johnson 
(: 3) 
So the tension within the word is 
between reciprocity and equality and 
domination or exclusive power. 
In this sentence, the author 
explains that there is a 
contradiction (between 
reciprocity/equality and 
domination/exclusive power) 
in the true meaning of the 
word. 
Yes 
3.  Nouwen 
(: 46 – 47) 
Probably this has its good reasons 
since in our culture the concept of 
hospitality has lost much of its power 
and is often used in circles where we 
are more prone to expect a watered 
down piety than a serious search for 
an authentic Christian spirituality. 
In this part of the text, the 
author states that nowadays 
hospitality has lost its power: 
it is more about intimacy 
than about spirituality. 
No. 
 
Display A17 depicts that two of the three sentences in which the substantive “Power” appeared gave 
etymological information about the word hospitality. 
The close readings of the etymological information in full sentences with the substantive “Enemy” 
are presented in Display A18.  
Display A18 Close readings of the etymological information in full sentences with the substantive “Enemy” 
Sentence 
numbers 
Authors 
and pages 
Full sentences with the substantive 
“Enemy” 
Close readings Sub 
conclusions: 
information 
about the 
etymology 
of the word 
1.  O’Gorman 
(: 142) 
Ghosti also evolved to the Latin root 
hostis, meaning enemy, army, and 
where host and hostile find their 
origin; and the Latin root hostia, 
meaning sacrifice, host (Eucharistic). 
In this sentence, the author 
describes the evolution of 
words which have led to 
hospitality. 
Yes 
2.  O’Gorman 
(: 147) 
In departure, the guest is 
transformed once again into a friend 
or enemy. 
In this sentence, the author 
tells how hospitality was seen  
in the New Testament. 
No. 
  
As Display A18 depicts, one sentence with the substantive “Enemy” contained etymological 
information about the etymology of the word hospitality, namely that “Enemy” also comes from the 
Latin root hostis. 
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Display A19 shows the close readings of the etymological information in full sentences with the 
substantive “Equality”. 
Display A19 Close readings of the etymological information in full sentences with the substantive “Equality” 
Sentence 
numbers 
Authors 
and pages 
Full sentences with the substantive 
“Equality” 
Close readings Sub 
conclusions: 
information 
about the 
etymology 
of the word 
1.  Johnson 
(: 3) 
 
There is a gift -giving relationship 
that establishes an equality, and so 
the same word can be used for both 
host and guest. 
Here, the author gives an 
explanation about the Latin 
word ‘hostis’. 
Yes 
2.  Johnson 
(: 3) 
So the tension within the word is 
between reciprocity and equality and 
domination or exclusive power. 
In this sentence, the author 
explains that there is a 
contradiction (between 
reciprocity/equality and 
domination/exclusive power) 
in the true meaning of the 
word. 
Yes. 
 
Display A19 depicts, that both sentences with the substantive “Equality” contain etymological 
information about the word hospitality. 
Display A20 presents the close readings of the etymological information in full sentences with the 
substantive “Hostility”.   
Display A20 Close readings of the etymological information in full sentences with the substantive “Hostility” 
Sentence 
numbers 
Authors 
and pages 
Full sentences with the substantive 
“Hostility” 
Close readings Sub 
conclusions: 
information 
about the 
etymology 
of the word 
1.  Nouwen 
(: 47) 
When hostility is converted into 
hospitality the fearful strangers can 
become guests revealing to their 
hosts the promise they are carrying 
with them. 
Here, Nouwen explains the 
biblical meaning of 
hospitality. 
No 
2.  Derrida 
(: 3) 
It is a Latin word which allows itself 
to be parasitized by its opposite, 
‘hostility’, the undesirable guest 
which it harbors as the self-
contradiction in its own body. 
Derrida explains that the 
word ‘hospitality’ carries its 
own contradiction 
incorporated into it 
Yes. 
 
As Display A20 depicts, there is one sentence with the substantive “Hostility” that revealed 
etymological information about the word hospitality. 
Display A21 presents the close reading of the etymological information in the full sentence with the 
substantive “Army”. 
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Display A21 Close reading of the etymological information in full sentence with the substantive “Army” 
Sentence 
number 
Author 
and page 
Full sentence with the substantive 
“Army” 
Close reading Sub 
conclusion: 
information 
about the 
etymology 
of the word 
1.  O’Gorman 
(: 142) 
Ghosti also evolved to the Latin root 
hostis, meaning enemy, army, and 
where host and hostile find their 
origin; and the Latin root hostia, 
meaning sacrifice, host (Eucharistic). 
In this sentence, the author 
describes the evolution of the 
word hospitality. 
Yes. 
 
As Display A21 makes clear, the one sentence with the substantive “Army” contained etymological 
information, namely that “Army” also comes from the Latin root hostis. 
Display A22 presents the close reading of the etymological information in the full sentence with the 
substantive “Domination”. 
Display A22 Close reading of the etymological information in full sentence with the substantive “Domination” 
Sentence 
number 
Author 
and page 
Full sentence with the substantive 
“Domination” 
Close reading Sub 
conclusion: 
information 
about the 
etymology 
of the word 
1.  Johnson 
(: 3) 
So the tension within the word is 
between reciprocity and equality and 
domination or exclusive power. 
In this sentence, the author 
explains that there is a 
contradiction (between 
reciprocity/equality and 
domination/exclusive power) 
in the true meaning of the 
word. 
Yes. 
 
As Display A22 makes clear, the one sentence with the substantive “Domination” contained 
etymological information. 
Display A23 depicts the close reading of the etymological information in the full sentence with the 
substantive “Sacrifice”. 
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Display A23 Close reading of the etymological information in full sentence with the substantive “Sacrifice” 
Sentence 
number 
Author 
and page 
Full sentence with the substantive 
“Sacrifice” 
Close reading Sub 
conclusion: 
information 
about the 
etymology 
of the word 
1.  O’Gorman 
(: 142 ) 
Ghosti also evolved to the Latin root 
hostis, meaning enemy, army, and 
where host and hostile find their 
origin; and the Latin root hostia, 
meaning sacrifice, host (Eucharistic) 
In this sentence, the author 
describes the evolution of 
words which have led to 
hospitality. 
Yes. 
 
The close readings depicted in Display A12 - Display A23 led to a number of sentences with 
etymological information on hospitality.   
Display A24 shows the frequencies of the substantives coming from hostis and postis in sentences 
with etymological information.  
Display A24 Frequencies of the substantives coming from hostis and postis in the four etymological articles based on close 
reading 
Substantives Johnson 
(2010) 
Nouwen 
(1975) 
Derrida 
(2000) 
O’Gorman 
(2005) 
Sum 
Coming from hostis/xenos/ghosti 
1. Army 0 0 0 1 1 
2. Enemy 0 0 0 1 1 
3. Equality 2 0 0 0 2 
4. Guest 2 1 1 5 9 
5. Host 2 1 0 6 9 
6. Hostility 0 0 1 0 1 
7. Reciprocity 4 0 0 2 6 
8. Sacrifice 0 0 0 1 1 
9. Stranger 2 0 0 4 6 
Coming from postis/despótes/poti 
1. Domination 1 0 0 0 1 
2. Master 3 0 0 1 4 
3. Power 2 0 0 0 2 
 
Display A24 makes clear, that “Guest” and “Host” are the most frequently found substantives in the 
four etymological articles based on close reading. 
Next, Display A25 depicts  the rank ordered frequencies of the substantives coming from hostis and 
postis in sentences with etymological information. 
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Display A25 Rank ordered frequencies of the substantives coming from hostis and postis in the four 
etymological articles based on close reading 
Substantives Frequencies Coming from 
1. Guest 9 hostis/xenos/ghosti 
2. Host 9 hostis/xenos/ghosti 
3. Reciprocity 6 hostis/xenos/ghosti 
4. Stranger 6 hostis/xenos/ghosti 
5. Master 4 postis/despótes/poti 
6. Equality 2 hostis/xenos/ghosti 
7. Power 2 postis/despótes/poti 
8. Army 1 hostis/xenos/ghosti 
9. Domination 1 postis/despótes/poti 
10. Enemy 1 hostis/xenos/ghosti 
11. Hostility 1 hostis/xenos/ghosti 
12. Sacrifice 1 hostis/xenos/ghosti. 
 
As Display A25 makes clear, “Guest” and “Host” both appeared nine times in the etymological 
articles based on close reading, whereas “Reciprocity” and “Master” both were found six times. 
“Stranger” appeared four times, followed by “Equality” and “Power”, which were both found twice. 
All other substantives only occurred once. 
As indicated in 4.3.1.1, finally, to avoid random variation, all substantives that only occurred once 
were eliminated; thus “Army”, “Domination”, “Enemy”, “Hostility” and “Sacrifice” were eliminated. 
The remaining substantives (Display A26) were considered the main things to be studied. 
Display A26 Main things to be studied and their frequencies based on the etymology of the word hospitality 
Main things Frequencies Coming from 
1. Guest 9 hostis/xenos/ghosti 
2. Host 9 hostis/xenos/ghosti 
3. Reciprocity 6 hostis/xenos/ghosti 
4. Stranger 6 hostis/xenos/ghosti 
5. Master 4 postis/despótes/poti 
6. Equality 2 hostis/xenos/ghosti 
7. Power 2 postis/despótes/poti. 
 
Display A26 shows that “Guest”, “Host”, “Reciprocity”, “Stranger”, “Master”, “Equality” and “Power” 
are the seven main things to be studied based on the etymology analysis.  
The next step was to reveal the presumed relationships among the main things to be studied. To 
avoid double measuring of presumed relationships, first, all sentences that occurred more than once 
were eliminated. Display A27 presents the full sentences with etymological information after the 
elimination of sentences that occurred more than once. 
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Display A27 Full sentences with etymological information from four etymological articles 
Sentence 
numbers 
Full sentences  
1.  This is a compound of words from two families:  hostis, meaning either guest or host; and postis, 
master. 
2.  There is a gift -giving relationship that establishes an equality, and so the same word can be used for 
both host and guest. 
3.  Then, in fact, the distinction between host and guest proves to be artificial and evaporates in the 
recognition of the new found unity. 
4.  It is a Latin word which allows itself to be parasitized by its opposite, ‘hostility’, the undesirable 
guest which it harbors as the self-contradiction in its own body. 
5.  Many modern words readily associated with hospitality are evolved from the same hypothetical 
Proto-Indo-European Root ghosti meaning: stranger, guest, host: properly ‘someone with whom one 
has reciprocal duties of hospitality’ (American Heritage Dictionary, 2001). 
6.  The word guest came from the Middle English gest, evolved from Old Norse gestr, and from Old High 
German gast, both come from Germanic gastiz.  
7.  The Greek languages also evolved from the same Proto-Indo-European base; ghosti gave the Greek 
xenos which has the interchangeable meaning guest, host or stranger. 
8.  The word xenos implies ‘guest’ or ‘foreigner’; however, in this context the general consensus among 
scholars is that proxenia (the relationship of the Proxenos) is one of hospitality.  
9.  The concepts of guest, stranger, and host are closely related. 
10.  Ghosti also evolved to the Latin root hostis, meaning enemy, army, and where host and hostile find 
their origin; and the Latin root hostia, meaning sacrifice, host (Eucharistic). 
11.  The combination of ghosti and another Proto-Indo-European root poti powerful, gave the compound 
root ghos-pot-, ghos-po(d)-, which evolved to the Latin hospes and eventually into hospice, 
hospitable, hospital, hospitality, host (giver of hospitality), hostage and hostel. 
12.  Hostis carries with it the notion of reciprocity. 
13.  The Greek xenos, stranger, also has this dual meaning and carries with it a sense of reciprocity 
between the two. 
14.  Insofar as hospitality is offered from the position of the master, there is no reciprocity. 
15.  So the tension within the word is between reciprocity and equality and domination or exclusive 
power. 
16.  Hospitality, then, ‘represents a kind of guarantee of reciprocity — one protects the stranger in order 
to be protected from him’ (Muhlmann, 1932, p. 463). 
17.  Reciprocity of hospitality is an established principle.  
18.  Indeed, one Greek word for hospitality, philoxenia or love of the stranger, seems to primarily 
emphasize this aspect of hospitality. 
19.  Potis, is the word for the master of a house, the one who makes the rules. 
20.  The master of a household formed allegiances with the masters of other households (oikoi); through 
this tangible hospitality, their house grew in wealth, strength and status, which was measured 
against other households. 
21.  This is the person who has power over and who can make the decisions for the group. 
 
As Display A27 makes clear, after the elimination of sentences that occurred more than once, there 
were twenty one remaining sentences. 
In the next step, sentences with only one substantive coming from hostis or postis were excluded, 
because in this situation no relationships among substantives could be scored. Display A28 depicts 
the remaining sentences after this exclusion. 
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Display A28 Full sentences with etymological information and two or more substantives coming from hostis and postis from 
four etymological articles 
Sentence 
numbers 
Full sentences  
1.  This is a compound of words from two families:  hostis, meaning either guest or host; and postis, 
master. 
2.  There is a gift -giving relationship that establishes an equality, and so the same word can be used for 
both host and guest. 
3.  Then, in fact, the distinction between host and guest proves to be artificial and evaporates in the 
recognition of the new found unity. 
4.  Many modern words readily associated with hospitality are evolved from the same hypothetical 
Proto-Indo-European Root ghosti meaning: stranger, guest, host: properly ‘someone with whom one 
has reciprocal duties of hospitality’ (American Heritage Dictionary, 2001). 
5.  The Greek languages also evolved from the same Proto-Indo-European base; ghosti gave the Greek 
xenos which has the interchangeable meaning guest, host or stranger. 
6.  The concepts of guest, stranger, and host are closely related. 
7.  The Greek xenos, stranger, also has this dual meaning and carries with it a sense of reciprocity 
between the two. 
8.  Insofar as hospitality is offered from the position of the master, there is no reciprocity. 
9.  So the tension within the word is between reciprocity and equality and domination or exclusive 
power. 
10.  Hospitality, then, ‘represents a kind of guarantee of reciprocity — one protects the stranger in order 
to be protected from him’ (Muhlmann, 1932, p. 463). 
 
As Display A28 points out, after the exclusion of the sentences with one substantive coming from 
hostis or postis, ten applicable sentences remained.  
Then, through close reading, the relationships among the substantives from hostis and postis in the 
ten applicable sentences were scored in line with Display 14 (see 4.3.1.2). This scoring is depicted in 
Display A29.  
Display A29 Relationship scoring by close reading of the applicable sentences from the etymological articles 
Sentence  
numbers 
Full sentences  Close readings Relationships  Scores 
1.  This is a compound of 
words from two families:  
hostis, meaning either 
guest or host; and postis, 
master. 
Host and guest are employed 
as synonyms. This indicates a 
very positive relationship 
between the two.  
The relationships between 
guest and master and between 
host and master are not 
indicated positive or negative. 
This implies an ambivalent or 
neutral relationship between 
guest and master and between 
host and master. 
 
 
 
 
 
 
Host - Guest +2 
Guest - Master 0 
Host - Master 0 
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2.  There is a gift -giving 
relationship that 
establishes an equality, and 
so the same word can be 
used for both host and 
guest. 
 
Host and guest are employed 
as synonyms.  This indicates a 
very positive relationship 
between the two.  
The relationships between 
equality and host and between 
equality and guest are not 
indicated positive or negative. 
This indicates an ambivalent or 
neutral relationship between 
equality and host and between 
equality and guest. 
Host -  Guest 
 
+2 
 
Equality - Host 
 
0 
 
Equality - Guest 0 
 
3.  Then, in fact, the distinction 
between host and guest 
proves to be artificial and 
evaporates in the 
recognition of the new 
found unity. 
The distinction between host 
and guest is artificial. If there is 
no distinction between the 
two, they can be regarded as 
synonyms. This indicates a very 
positive relationship between 
host and guest.   
Host - Guest +2 
4.  Many modern words 
readily associated with 
hospitality are evolved 
from the same hypothetical 
Proto-Indo-European Root 
ghosti meaning: stranger, 
guest, host: properly 
‘someone with whom one 
has reciprocal duties of 
hospitality’ (American 
Heritage Dictionary, 2001). 
The words stranger, host and 
guest have the same Proto-
Indo-European linguistic roots. 
This implies a moderately 
positive relationship between 
the three. 
 
Host - Guest +1 
Guest - Stranger +1 
Host - Stranger +1 
5.  The Greek languages also 
evolved from the same 
Proto-Indo-European base; 
ghosti gave the Greek 
xenos which has the 
interchangeable meaning 
guest, host or stranger. 
The words stranger, host and 
guest have the same Greek 
linguistic roots. This implies a 
moderately positive 
relationship between the three. 
 
Host - Guest +1 
Guest - Stranger +1 
Host - Stranger +1 
6.  The concepts of guest, 
stranger, and host are 
closely related. 
Guest, stranger and host are 
closely related. This indicates a 
specified positive relationship 
and thus a very positive 
relationship between guest, 
stranger and host.  
Host - Guest 
 
+2 
 
Guest - Stranger 
 
+2 
Host - Stranger +2 
7.  The Greek xenos, stranger, 
also has this dual meaning 
and carries with it a sense 
of reciprocity between the 
two. 
The relationship between 
stranger and reciprocity is not 
indicated positive or negative. 
This indicates an ambivalent or 
neutral relationship between 
the two. 
 
 
 
 
Reciprocity - Stranger 0 
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8.  Insofar as hospitality is 
offered from the position of 
the master, there is no 
reciprocity. 
If hospitality is offered from the 
position of the master, there is 
no reciprocity. This indicates a 
specified negative relationship 
and thus a very negative 
relationship between 
reciprocity and master.  
 
 
Reciprocity - Master -2 
9.  So the tension within the 
word is between 
reciprocity and equality 
and domination or 
exclusive power. 
There is a tensioned 
relationship between  
reciprocity and equality on the 
one hand and power on the 
other. This indicates a 
moderately negative  
relationship between 
reciprocity and power and 
between equality and power.  
The relationship between 
reciprocity and equality is not 
indicated positive or negative. 
This indicates an ambivalent or 
neutral relationship between 
the two.  
Reciprocity – Power 
 
-1 
Equality - Power -1 
Reciprocity - Equality 0 
10.  Hospitality, then, 
‘represents a kind of 
guarantee of reciprocity — 
one protects the stranger 
in order to be protected 
from him’ (Muhlmann, 
1932, p. 463). 
The relationship between 
reciprocity and stranger is not 
indicated positive or negative. 
This indicates an ambivalent or 
neutral relationship between 
the two. 
Reciprocity - Stranger 0 
 
As Display A29 depicts, the relationship scores vary from ‘-2’ to ‘+2’; the relationship scores among 
“Guest”, “Host” and “Stranger” are all (very) positive, whereas the relationship score between 
“Reciprocity” and “Master” is very negative. 
Subsequently, the average scores were calculated. These are presented in Display A30. 
Display A30  Average relationship scores of the main things to be studied based on the etymology of the word hospitality 
Relationships Scores Interpretations 
1. Host - Guest +1.7 The relationship between Host and Guest is very positive 
2. Guest - Stranger +1.3 The relationship between Guest and Stranger is very positive 
3. Host - Stranger +1.3 The relationship between Host and Stranger is very positive 
4. Equality - Guest 0 The relationship between Equality and Guest is neutral  
5. Equality - Host  0 The relationship between Equality and Host is neutral 
6. Guest - Master 0 The relationship between Guest and Master is neutral  
7. Host - Master 0 The relationship between Host and Master is neutral  
8. Reciprocity - Equality 0 The relationship between Reciprocity and Equality is neutral  
9. Reciprocity - Stranger 0 The relationship between Reciprocity and Stranger is neutral  
10. Equality - Power -1.0 The relationship between Equality and Power is moderately negative 
11. Reciprocity - Power -1.0 The relationship between Reciprocity and Power is moderately negative 
12. Reciprocity - Master -2.0 The relationship between Reciprocity and Master is very negative. 
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As Display A30 makes clear, the average relationship scores among “Guest”, “Host” and “Stranger” 
are all very positive. The average relationship score between “Reciprocity” and “Master” is very 
negative, while the scores between “Equality” and “Power” and between “Reciprocity” and “Power” 
are moderately negative. All other scores are neutral, indicating that they are based on one or more 
0-scores.  
 
Finally, the findings of the main things to be studied (see Display A26) and their presumed 
relationships (see Display A30), were combined to a conceptual framework. The way of working and 
the conceptual framework are presented in 5.1.3. 
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APPENDIX 6 FINDINGS FROM THE EDITORIAL ARTICLE 
 
In 5.2, a summary of the findings from the editorial article on hospitality in the new Hospitality & 
Society journal by Lynch et al. (2011) is presented. Below, an extensive description regarding the 
main things to be studied and their presumed relationships is depicted.     
First the article was analysed on the presence and frequency of the substantives reported in Display 
18. Display A31 depicts the frequencies of the substantives coming from hostis  and postis in this 
article.   
Display A31 Frequencies of the substantives coming from hostis and postis in the editorial article by Lynch et al. (2011) 
Substantives coming from 
hostis/xenos/ghosti  
Frequencies Substantives coming from 
 postis/despótes/poti 
Frequencies 
1. Army 1 1. Domination 1 
2. Enemy 3 2. Master 0 
3. Equality 0 3. Power 9 
4. Guest 25   
5. Host 27   
6. Hostility 4   
7. Reciprocity 8   
8. Sacrifice 1   
9. Stranger 12   
 
Display A32 presents the substantives from hostis and postis in the editorial article by Lynch et al. 
(2011) ordered by frequency.  
Display A32 Substantives coming from hostis and postis in the editorial article by Lynch et al. (2011) ordered by frequency 
Substantives Frequencies Coming from 
1. Host 27 hostis/xenos/ghosti 
2. Guest 25 hostis/xenos/ghosti 
3. Stranger 12 hostis/xenos/ghosti 
4. Power 9 postis/despótes/poti 
5. Reciprocity 8 hostis/xenos/ghosti 
6. Hostility 4 hostis/xenos/ghosti 
7. Enemy 3 hostis/xenos/ghosti 
8. Army 1 hostis/xenos/ghosti 
9. Domination 1 postis/despótes/poti 
10. Sacrifice 1 hostis/xenos/ghosti 
11. Equality 0 hostis/xenos/ghosti 
12. Master 0 postis/despótes/poti. 
 
Display A32 shows that “Host” and “Guest” were the most frequently found substantives, while 
“Equality” and “Master” were not found at all in the editorial article by Lynch et al. (2011). 
In the next step of the analysis, all sentences in  which the before mentioned  substantives were 
found, were closely read on their content. The findings are presented in  Display A33 through Display 
A42. 
  
106 
Display A33 Close readings of the hospitality concept in full sentences with the substantive “Host” 
Sentence 
numbers 
Pages Full sentences with the substantive “Host” Close readings Sub 
conclusions: 
insights in 
concept of 
hospitality 
1. (: 6) Conceiving of hospitality as a process 
concerning the management of strangers 
locates the act of hospitality within social 
and cultural discourses regarding duties, 
obligations and moral virtues involving two 
key participants: the host and the guest 
(Telfer 2000). 
After the introduction, this 
subsection is about 
hospitality as a social 
control. Here, the authors 
give insight in the key 
actors of hospitality.  
Yes 
2. (: 6) In fact, Aramberri (2001) subsequently 
suggested that the host should ‘get lost’, 
arguing that the commercialized 
interactions now common in tourism 
contravene ‘the old covenant’ of 
hospitality. 
Here, the authors give 
insight in hospitality as a 
social interaction between 
tourists and local residents.  
Yes 
3. (: 6-7) It is unsurprising, therefore, that theological 
studies have shown a particular interest in 
concepts of hospitality, such as host and 
guest or inclusion and exclusion, given the 
intertwining of such concepts with the 
social signification of food and drink 
consumption practices (Douglas 1975; 
Wood 1995) as well as the symbolic 
importance of hospitality in various 
religions (Anderson 1987; Fieldhouse 2002; 
Sudakov 2005).  
In this part of the text, the 
authors give insight in 
hospitality by stating that it 
has to do with the 
management of difference 
embodied in the other. 
Yes 
4. (: 8) However, as Bell’s examples demonstrate, 
use of the host–guest metaphor extends 
the potential of hospitality analyses to 
examine human and non-human 
relationships, including divine–human 
relationships (Navone 2004), terra–human 
or human–animal relationships; the latter 
two appear to have been neglected to date 
in published academic studies. 
Here, the authors give 
insight in the possibilities of 
hospitality to be studied in 
a broader way (than just as 
a human phenomenon).  
Yes 
5. (: 8) Ciborra (1999, 2004) takes a somewhat 
different approach, asking instead how 
humans and technologies host each other. 
In this sentence, ‘host’ is 
not a substantive. 
No 
6. (: 8) Yet, he warns, like all guests, technology 
can dominate the host. 
 
 
In this part of the text, the 
authors discuss the 
relationship between 
technology and hospitality. 
Yes 
7./8. (: 10) Likewise, Sheringham and Daruwalla (2007) 
draw out the complexity of the host–guest 
relationship whereby the host, through the 
provision of hospitality, imposes their sense 
of order upon the other. 
Here, the authors give 
insight in the complexity of 
the host – guest relation in 
hospitality. 
Yes 
9. (: 10) The other, while symbolically elevated, is 
subject to domination by the host, and to 
the rules of being a guest. 
In this sentence, the 
authors explain the (in) 
equality in the host-guest 
relationship. 
Yes 
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10. (: 10) Lashley et al. (2007: 174) prefer the term 
‘transaction’ which is ‘interactional’ and 
‘multi-faceted: social, cultural, 
psychological, economic etc. and captures 
the idea of a “crossing over” between host 
and guest’. 
Here, the authors give 
insight in the host – guest 
relation in hospitality. 
Yes 
11. (: 10) Intrinsic to this host–guest transaction is a 
recognition of the interchangeability of 
these roles during the course of a 
hospitality interaction (Lynch, Di Domencio 
and Sweeney 2007). 
Here, the authors give 
insight in the host – guest 
relation in hospitality. 
Yes 
12./13. (: 10) Bell (2007a) illustrates how mundane 
hospitality occurs through commuting to 
work on trains, for example, where the host 
passenger moves their bag from the 
adjacent seat to make way for another 
passenger temporarily transformed into the 
host’s (i.e. the bag-removing passenger’s) 
guest. 
This example gives insight 
in how people can be hosts 
and guests simultaneously. 
Yes 
14./15. (: 10) In fact, it is more complicated than this 
simple host–guest relationship since, as 
shown in Robinson and Lynch (2007), the 
hospitality relationship often involves 
micro-hosts such as the initial sitting 
passenger above whose own micro-host is, 
for example, the train guard and macro-
hosts such as the train company. 
In this sentence, the 
authors explain that there 
sometimes are more hosts 
and guests at different 
levels. 
Yes 
16. (: 10) Telfer (2000: 42) associates hospitableness 
in the private sphere with requiring ‘an 
“appropriate” motive’ and these may 
include other-regarding motives ranging 
from pleasing others to being dutiful; 
reciprocal motives which include both 
giving and getting pleasure as well as 
hoping to have the hospitality returned; 
non-reciprocal motives where the host 
seeks to benefit in some way. 
This sentence gives insight 
in the motives for being 
hospitable. 
Yes 
17./18. (: 10) For Telfer (2000: 45), the commercial host 
may also be hospitable if their motives are 
appropriate; for example, they may be 
drawn to the work through motives of 
genuine hospitality and ‘if a commercial 
host looks after his guests well out of a 
genuine concern for their happiness and 
charges them reasonably, rather than 
extortionately’. 
This sentence gives insight 
in the motives for being 
hospitable. 
Yes 
19. (: 11) While many studies of hospitality centre the 
host–guest relationship at the heart of the 
hospitality encounter, such labelling has 
been challenged in the context of 
commercial hospitality. 
 
 
 
 
Here, the authors give 
insight in the host – guest 
relation in hospitality. 
Yes 
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20. (: 11) Aramberri (2001) rejects ‘host–guest’ 
terminology on the basis that it is not 
relevant in commercial tourism, suggesting 
that ‘service provider–consumer’ is more 
relevant; a consequence of such an 
approach is to reframe the nature of the 
relationship to give much greater emphasis 
to the economic rather than social side of 
the exchange. 
Here, the authors give 
insight in the host – guest 
relation in hospitality. 
Yes 
21. (: 11) Hospitality, and the related roles of ‘host’ 
and ‘guest’, thus serve as powerful 
metaphors for making sense of and 
critiquing the dynamics of control and 
exchange that shape economic and social 
life in an increasingly mobile world. 
Here, the authors give 
insight in the host – guest 
relation in hospitality. 
Yes 
22. (: 13) At the same time that discourses of 
hospitality reproduce conventional 
performances of togetherness, however, 
they also open up the possibility of doing 
togetherness differently – of imagining 
inside and outside, stranger and friend, self 
and other, host and guest in new, radical 
and potentially dangerous ways. 
Here, the authors give 
insight in new areas for 
exploration, debate and 
development of hospitality. 
 
Yes 
23. (: 14) Hospitality implies a politics of comfort that 
applies not only to the host’s and guest’s 
ontological security, but also to their 
embodied well-being. 
Here, the authors give 
insight in new areas for 
exploration, debate and 
development of hospitality.  
Yes 
24. (: 16) The intended audience is that of scholars 
and researchers with an interest in 
hospitality, hospitableness, guest and host 
relations whether the phenomena in 
themselves or as a means to deepen 
understanding of society. 
This is a sentence from the 
subsection in which the 
journal ambitions are 
described. The authors 
describe the intended 
audience here. 
No 
25. (: 18) Aramberri, J. (2001), ‘The Host Should Get 
Lost: Paradigms in the Tourism Theory’, 
Annals of Tourism Research, 28: 3, pp. 738–
61. 
This is one of the 
references. 
No 
26. (: 19) Causevic, S. and Lynch, P.A. (2009), 
‘Hospitality as a Human Phenomenon: Host-
Guest Relationships in a Post-conflict 
Setting’, Journal of Tourism, Hospitality 
Planning and Development, 6: 2, pp. 121–
32. 
This is one of the 
references. 
No 
27. (: 22) McIntosh, A., Lynch, P.A. and Sweeney, M. 
(2010), ‘“My Home is my Castle”: Defiance 
of the Commercial Home Stay Host in 
Tourism’, Journal of Travel Research,first 
published on 27 August 2010 as 
doi:10.1177/0047287510379160. 
This is one of the 
references. 
No. 
 
As Display A33 makes clear, in twenty two cases, sentences with the substantive “Host” gave insight 
in the concpt of hospitality. 
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Display A34 presents the close readings of the hospitality concept in full sentences with the 
substantive “Guest”. 
Display A34 Close readings of the hospitality concept in full sentences with the substantive “Guest”  
Sentence 
numbers 
Pages Full sentences with the substantive 
“Guest” 
Close readings Sub 
conclusions: 
insights in 
concept of 
hospitality 
1. (: 4) In these traditions, hospitality entailed a 
sacred obligation not just to accommodate 
the guest, but to protect the stranger who 
arrived at the door. 
This part of the text gives 
insight in the historical 
accounts of hospitality. 
Yes 
2. (: 6) Conceiving of hospitality as a process 
concerning the management of strangers 
locates the act of hospitality within social 
and cultural discourses regarding duties, 
obligations and moral virtues involving two 
key participants: the host and the guest 
(Telfer 2000). 
After the introduction, this 
subsection is about 
hospitality as a social 
control. Here, the authors 
give insight in the key 
actors of hospitality.  
Yes 
3. (: 6-7) It is unsurprising, therefore, that theological 
studies have shown a particular interest in 
concepts of hospitality, such as host and 
guest or inclusion and exclusion, given the 
intertwining of such concepts with the 
social signification of food and drink 
consumption practices (Douglas 1975; 
Wood 1995) as well as the symbolic 
importance of hospitality in various 
religions (Anderson 1987; Fieldhouse 2002; 
Sudakov 2005).  
In this part of the text, the 
authors give insight in 
hospitality by stating that it 
has to do with the 
management of difference 
embodied in the other. 
Yes 
4. (: 7) Kant’s conception of hospitality is that it is 
conditional, with the guest expected to 
conform to acceptable behaviours with 
regard to their right to visit. 
Here, the authors give 
insight in the tension 
between conditional and 
unconditional hospitality. 
 
Yes 
5. (: 8) However, as Bell’s examples demonstrate, 
use of the host–guest metaphor extends 
the potential of hospitality analyses to 
examine human and non-human 
relationships, including divine–human 
relationships (Navone 2004), terra–human 
or human–animal relationships; the latter 
two appear to have been neglected to date 
in published academic studies. 
Here, the authors give 
insight in the possibilities of 
hospitality to be studied in 
a broader way (than just as 
a human phenomenon).  
Yes 
6. (: 8) He suggests reaching out to technology as a 
guest. 
In this part of the text, the 
authors give insight in the 
relationship between 
technology and hospitality. 
 
 
 
 
 
 
Yes 
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7. (: 10) For example, Robinson and Lynch (2007) 
refer to an exchange paradox in a 
commercial setting whereby the guest/ 
consumer is enticed to consume hospitality 
of their own free will but the highly 
regulated experience may cause a loss of 
free will. 
This part of the text is 
about hospitality as a social 
and economic exchange. In 
this sentence, insight is 
given in the paradoxical 
nature of the relationship 
(between host and guest).  
Yes 
8. (: 10) Likewise, Sheringham and Daruwalla (2007) 
draw out the complexity of the host–guest 
relationship whereby the host, through the 
provision of hospitality, imposes their sense 
of order upon the other. 
Here, the authors give 
insight in the complexity of 
the host – guest relation in 
hospitality. 
Yes 
9. (: 10) The other, while symbolically elevated, is 
subject to domination by the host, and to 
the rules of being a guest. 
In this sentence, the 
authors explain the (in) 
equality in the host-guest 
relationship. 
Yes 
10. (: 10) Lashley et al. (2007: 174) prefer the term 
‘transaction’ which is ‘interactional’ and 
‘multi-faceted: social, cultural, 
psychological, economic etc. and captures 
the idea of a “crossing over” between host 
and guest’. 
Here, the authors give 
insight in the host – guest 
relation in hospitality. 
Yes 
11. (: 10) Intrinsic to this host–guest transaction is a 
recognition of the interchangeability of 
these roles during the course of a 
hospitality interaction (Lynch, Di Domencio 
and Sweeney 2007). 
Here, the authors give 
insight in the host – guest 
relation in hospitality. 
Yes 
12./13. (: 10) Lugosi (2008, 2009) draws attention to the 
importance of guest–guest relations in 
constructing hospitality with guests taking 
on roles of hosts in relation to other guests. 
Here, the authors give 
insight in the host – guest 
relation in hospitality. 
Yes 
14. (: 10) Bell (2007a) illustrates how mundane 
hospitality occurs through commuting to 
work on trains, for example, where the host 
passenger moves their bag from the 
adjacent seat to make way for another 
passenger temporarily transformed into the 
host’s (i.e. the bag-removing passenger’s) 
guest.  
This example gives insight 
in how people can be hosts 
and guests simultaneously. 
Yes 
15. (: 10) In fact, it is more complicated than this 
simple host–guest relationship since, as 
shown in Robinson and Lynch (2007), the 
hospitality relationship often involves 
micro-hosts such as the initial sitting 
passenger above whose own micro-host is, 
for example, the train guard and macro-
hosts such as the train company. 
In this sentence, the 
authors explain that there 
sometimes are more hosts 
and guests at different 
levels. 
Yes 
16. (: 11) While many studies of hospitality centre the 
host–guest relationship at the heart of the 
hospitality encounter, such labelling has 
been challenged in the context of 
commercial hospitality. 
 
 
 
Here, the authors give 
insight in the host – guest 
relation in hospitality. 
Yes 
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17. (: 11) Aramberri (2001) rejects ‘host–guest’ 
terminology on the basis that it is not 
relevant in commercial tourism, suggesting 
that ‘service provider–consumer’ is more 
relevant; a consequence of such an 
approach is to reframe the nature of the 
relationship to give much greater emphasis 
to the economic rather than social side of 
the exchange. 
Here, the authors give 
insight in the host – guest 
relation in hospitality. 
Yes 
18. (: 11) Hospitality, and the related roles of ‘host’ 
and ‘guest’, thus serve as powerful 
metaphors for making sense of and 
critiquing the dynamics of control and 
exchange that shape economic and social 
life in an increasingly mobile world. 
Here, the authors give 
insight in the host – guest 
relation in hospitality. 
Yes 
19. (: 13) At the same time that discourses of 
hospitality reproduce conventional 
performances of togetherness, however, 
they also open up the possibility of doing 
togetherness differently – of imagining 
inside and outside, stranger and friend, self 
and other, host and guest in new, radical 
and potentially dangerous ways. 
Here, the authors give 
insight in new areas for 
exploration, debate and 
development of hospitality.  
Yes 
20. (: 14) Hospitality implies a politics of comfort that 
applies not only to the host’s and guest’s 
ontological security, but also to their 
embodied well-being. 
Here, the authors give 
insight in new areas for 
exploration, debate and 
development of hospitality.  
Yes 
21. (: 16) The intended audience is that of scholars 
and researchers with an interest in 
hospitality, hospitableness, guest and host 
relations whether the phenomena in 
themselves or as a means to deepen 
understanding of society. 
This is a sentence from the 
subsection in which the 
journal ambitions are 
described. The authors 
describe the intended 
audience here. 
No 
22 (: 17) The first is a review essay by Peter Lugosi in 
which he reconsiders the special issue of 
Human Relations (Vol. 61, No. 7 (2008)) on 
food, work and organization, guest edited 
by Rob Briner and Andrew Sturdy. 
This sentence describes one 
of the five contributions of 
the first issue of the 
Hospitality & Society 
Journal. 
No 
23 (: 19) Causevic, S. and Lynch, P.A. (2009), 
‘Hospitality as a Human Phenomenon: Host-
Guest Relationships in a Post-conflict 
Setting’,  Journal of Tourism, Hospitality 
Planning and 
Development, 6: 2, pp. 121–32. 
This is one of the 
references. 
No 
24 (: 20) Gwiazda, P. (1999), ‘The Guest of 
Literature: The Issue of Hospitality in 
Literary Translation’, 
Xcp, 4. 
This is one of the 
references. 
No 
25 (: 23) Rosello, M. (2001), Postcolonial Hospitality: 
The Immigrant as Guest, Stanford, CA: 
Stanford University Press. 
This is one of the 
references. 
No. 
 
As Display A34 makes clear, twenty sentences with the substantive “Guest” gave insight in the 
concept of hospitality. Most of the times, the (complex) host-guest relationship is described. 
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Display A35 presents the close readings of the hospitality concept in full sentences with the 
substantive “Stranger”. 
Display A35 Close readings of the hospitality concept in full sentences with the substantive “Stranger” 
Sentence 
numbers 
Pages Full sentences with the substantive 
“Stranger” 
Close readings Sub 
conclusions: 
insights in 
concept of 
hospitality 
1.  (: 4) In these traditions, hospitality entailed a 
sacred obligation not just to accommodate 
the guest, but to protect the stranger who 
arrived at the door. 
This part of the text gives 
insight in the historical 
accounts of hospitality. 
Yes 
2.  (: 5) A major dimension of this theme is the idea 
of hospitality being a means of controlling 
the ‘other’ or ‘stranger’, i.e. ‘people who 
are essentially alien to a particular physical, 
economic and social environment’ 
(Brotherton and Wood 2007: 40). 
This sentence gives insight 
in the manner in which 
hospitality acts as a social 
control mechanism. 
Yes 
3.  (: 6-7) Of course, defining the ‘stranger’ is no 
simple or innocent act, as Bauman (1990) 
and Brotherton and Wood (2007) 
acknowledge. 
This sentence gives insight 
in the manner in which 
hospitality acts as a social 
control mechanism. 
 
Yes 
4.  (: 7) Nevertheless, this strand of hospitality–
social control–stranger investigation has 
permeated much of the literature. 
This sentence gives insight 
in the manner in which 
hospitality acts as a social 
control mechanism. 
Yes 
5.  (: 6) Historical analyses of hospitality have 
depicted it as concerned with managing the 
stranger who represents a potential for 
danger (e.g. Visser 1991) and is civilized 
through the process of providing 
hospitality, which facilitates the 
development of relationships (Selwyn 
2000). 
This part of the text gives 
insight in the historical 
accounts of hospitality. 
Yes 
6.  (: 6) Thus, antonyms commonly associated with 
hospitality in the literature include inter 
alia: stranger/friend, inclusion/exclusion, 
welcome/ non-welcome,  hospitality/ 
inhospitality, conditional/ unconditional, 
duty/pleasure, morality/transgression, 
religiosity/ bacchanalian, order/disorder 
and high/low (Bell 2007a, 2007b; Derrida 
1998, 2000b; Selwyn 2000; Sheringham and 
Daruwalla 2007). 
This part of the text gives 
insight in the historical 
accounts of hospitality. 
Yes 
7.  (: 6) Related to the hospitality/stranger theme is 
that of hospitality as the management of 
difference embodied in the other. 
This part of the text gives 
insight in hospitality as the 
management of  difference.  
Yes 
8.  (: 7) Hospitality is premised on the mobility of 
the visitor, the stranger, the exchange 
student, the tourist or the asylum seeker. 
 
 
 
This part of the text gives 
insight in the relationship 
between hospitality and 
mobility. 
Yes 
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9.  (: 8) Focusing on information and technology 
systems in organizational settings, Ciborra 
acknowledges that technology often 
appears to users as an ambivalent and 
threatening stranger. 
In this part of the text, the 
authors give insight in the 
relationship between 
technology and hospitality.  
Yes 
10.  (: 10) Ben Jelloun (1999: 1–2) suggests that the 
act of hospitality involves ‘an action (a 
welcome), an attitude (the opening of 
oneself to the face of another […] and the 
opening of one’s door and the offering of 
the space of one’s house to a stranger), and 
a principle disinterestedness)’. 
Here, the authors give 
insight in the host – guest 
relation in hospitality. 
Yes 
11.  (: 10) Dikeç (2002), whilst recognizing the 
importance of boundaries in hospitality, 
argues that hospitality is about opening 
those boundaries and giving space to the 
stranger such that mutual recognition is 
achieved. 
Here, the authors give 
insight in the host – guest 
relation in hospitality. 
Yes 
12.  (: 13) At the same time that discourses of 
hospitality reproduce conventional 
performances of togetherness, however, 
they also open up the possibility of doing 
togetherness differently – of imagining 
inside and outside, stranger and friend, self 
and other, host and guest in new, radical 
and potentially dangerous ways. 
Here, the authors give 
insight in new areas for 
exploration, debate and 
development of hospitality.  
Yes 
 
As the complete greyed Display A35 points out, all sentences with the substantive “Stranger” gave 
insight in the concept of hospitality.   
Display A36 enlightens the close readings of the hospitality concept in full sentences with the 
substantive “Power”. 
Display A36 Close readings of the hospitality concept in full sentences with the substantive “Power” 
Sentence 
numbers 
Pages Full sentences with the substantive 
“Power” 
Close readings Sub 
conclusions: 
insights in 
concept of 
hospitality 
1.  (: 5) In tracing the word’s trajectory through 
Middle English, Old Norse, Greek and Latin, 
scholars have highlighted some surprising 
connotations of the term: sacrifice, army, 
power, obligation, reciprocity and 
protection (Benveniste 1973; O’Gorman 
2007).  
Here, the authors give 
insight in the etymology of 
the word. 
Yes 
2.  (: 5) As a starting point, then, these definitions 
direct our attention from the material 
provision of food and drink to more 
theoretical and politically laden questions 
about power, identity, violence and equity. 
 
 
Here, the authors give 
insight in the etymology of 
the word. 
Yes 
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3.  (: 8) Ciborra’s claim that hospitality can render 
technology human, and his attention to the 
possibilities and dangers entailed in such a 
proposition, are emblematic of the kind of 
intellectual light a hospitality approach can 
shed on fundamental questions about 
identity, humanity, power and control. 
In this part of the text, the 
authors give insight in the 
relationship between 
technology and hospitality.  
Yes 
4.  (: 11) Valentine (2008) reflects upon the 
geographies of the encounter and argues 
the need for a greater focus upon socio-
spatial inequalities, the insecurities created 
and the manifestations of power that occur. 
Here, the authors give 
insight in the host – guest 
relation in hospitality. 
Yes 
5.  (: 12) To us, the metaphor of hospitality has the 
power to convey not only meaning, but also 
to transport intellectual projects across 
disciplinary boundaries. 
Here, insight is given in 
hospitality as a metaphor. 
Yes 
6.  (: 13) Rather than assuming that hospitality 
entails a particular context (such as the 
home or hotel) or particular objects (such as 
food or beds) or particular actors (such as 
hosts and guests), we see hospitality as 
both a condition and an effect of social 
relations, spatial configurations and power 
structures. 
Here, the authors give 
insight in new areas for 
exploration, debate and 
development of hospitality.  
Yes 
7.  (: 14) Those authors who do engage the 
metaphor of hospitality in this context, 
however, reveal that bringing hospitality to 
bear on studies of human–machine 
interactions, online social networking and 
virtual communities enables us to ask 
important questions about belonging, 
exclusion, power and identity. 
Here, the authors give 
insight in new areas for 
exploration, debate and 
development of hospitality.  
Yes 
8.  (: 14) The power relations embedded in the 
hospitality encounter are often negotiated 
around embodied markers of difference, 
such as race, class, gender, sexuality and 
age, which intersect to shape the practice of 
hospitality (or hostility) in distinct ways. 
Here, the authors give 
insight in new areas for 
exploration, debate and 
development of hospitality.  
Yes 
9.  (: 23) Robinson, M. and Lynch, P.A. (2007), ‘The 
Power of Hospitality: A Sociolinguistic  
Analysis’, in C. Lashley, P.A. Lynch and A. 
Morrison (eds), Hospitality: A Social Lens, 
Oxford, Elsevier, pp. 141–54. 
This is one of the 
references. 
No. 
 
As Display A36 makes clear, the substantive “Power” appeared in nine sentences. Eight of them 
revealed insight in the concept of hospitality, e.g. in possible new areas for exploration, debate and 
development of hospitality.  
Display A37 presents the close readings of the hospitality concept in full sentences with the 
substantive “Reciprocity”. 
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Display A37 Close readings of the hospitality concept in full sentences with the substantive “Reciprocity” 
Sentence 
numbers 
Pages Full sentences with the substantive 
“Reciprocity” 
Close readings Sub 
conclusions: 
insights in 
concept of 
hospitality 
1. (: 5) In tracing the word’s trajectory through 
Middle English, Old Norse, Greek and Latin, 
scholars have highlighted some surprising 
connotations of the term: sacrifice, army, 
power, obligation, reciprocity and 
protection (Benveniste 1973; O’Gorman 
2007). 
Here, the authors give 
insight in the etymology of 
the word. 
Yes 
2. (: 8) The ideas of exchange and reciprocity 
permeate various definitions and 
descriptions of hospitality. 
This part of the text gives 
insight in hospitality as a 
social and economic 
exchange. 
Yes 
3. (: 8-9) Sharing and exchanging the fruits of labour, 
together with mutuality and reciprocity, 
associated originally with hunting and 
gathering food, are at the heart of collective 
organization and communality. 
This part of the text gives 
insight in hospitality as a 
social and economic 
exchange. 
Yes 
4. (: 9) … provided for diverse motives but always 
embrac[ing] the expectation of reciprocity. 
This part of the text gives 
insight in hospitality as a 
social and economic 
exchange. 
Yes 
5. (: 9) This is not the same as saying that all forms 
of the provision of hospitality actually 
involve reciprocity although many, and 
probably almost all do. (Brotherton and 
Wood 2007: 47)  
This part of the text gives 
insight in hospitality as a 
social and economic 
exchange. 
Yes 
6./7. (: 9) Sahlins (1965) conceives of reciprocity on a 
continuum from a unidirectional flow of 
gifts through balanced (two-way) exchange 
to negative reciprocity where there is an 
attempt to get something for nothing. 
This part of the text gives 
insight in hospitality as a 
social and economic 
exchange. 
Yes 
8. (: 9-
10) 
Ben Jelloun (1999) illustrates through a true 
story concerning a social exchange that 
hospitality does not always imply 
reciprocity. 
This part of the text gives 
insight in hospitality as a 
social and economic 
exchange. 
Yes. 
 
As Display A37 makes clear, all sentences with the substantive “Reciprocity” gave insight in the 
concept of hospitality. Especially hospitality as a social and economic exchange is emphasised in this 
regard.  
Display A38 depicts the close readings of the hospitality concept in full sentences with the 
substantive “Hostility”.
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Display A38 Close readings of the hospitality concept in full sentences with the substantive “Hostility” 
Sentence 
numbers 
Pages Full sentences with the substantive 
“Hostility” 
Close readings Sub 
conclusions: 
insights in 
concept of 
hospitality 
1.  (: 4) Like many historians, anthropologists have 
approached hospitality as a cultural form, 
paying particular attention to the way 
kinship and friendship are negotiated 
through dialectics of hospitality and 
hostility (Selwyn 2000). 
This part of the text gives 
insight in the historical 
accounts of hospitality. 
Yes 
2.  (: 5) As we will see below, the fact that 
hospitality shares its linguistic roots with 
words like hostility, hostage and enemy 
should also not be overlooked. 
Here, the authors give 
insight in the etymology of 
the word.  
Yes 
3.  (: 14) The term ‘hostipitality’ reminds us that 
hospitality always entails its opposite: 
hostility. 
Here, the authors give 
insight in new areas for 
exploration, debate and 
development of hospitality.  
Yes 
4.  (: 14) The power relations embedded in the 
hospitality encounter are often negotiated 
around embodied markers of difference, 
such as race, class, gender, sexuality and 
age, which intersect to shape the practice of 
hospitality (or hostility) in distinct ways. 
Here, the authors give 
insight in new areas for 
exploration, debate and 
development of hospitality.  
Yes. 
 
As Display A38 makes clear, all four sentences gave insight in the concept of hospitality; especially in 
the historical accounts and in new areas for exploration, debate and development.   
Display A39 presents the close readings of the hospitality concept in full sentences with the 
substantive “Enemy”. 
Display A39 Close readings of the hospitality concept in full sentences with the substantive “Enemy”  
Sentence 
numbers 
Pages Full sentences with the substantive 
“Enemy” 
Close readings Sub 
conclusions: 
insights in 
concept of 
hospitality 
1.  (: 5) As we will see below, the fact that 
hospitality shares its linguistic roots with 
words like hostility, hostage and enemy 
should also not be overlooked. 
Here, the authors give 
insight in the etymology of 
the word.  
Yes 
2.  (: 6) Hospitality operates on a knife edge, 
embodying its etymological origins, viz.  
hospes, meaning friend as well as enemy 
(Visser 1991). 
Here, the authors give 
insight in the etymology of 
the word. 
Yes 
3.  (: 8) Technology can turn into an enemy; humans 
and technologies can become hostages of 
each other. 
In this part of the text, the 
authors give insight in the 
relationship between 
technology and hospitality.  
Yes. 
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In Display A39 it is made clear that all sentences with the substantive “Enemy” give insight in the 
concept of hospitality. 
Display A40 enlightens the close reading of the hospitality concept in the full sentences with the 
substantive “Army”.  
Display A40 Close reading of the hospitality concept in full sentence with the substantive “Army” 
Sentence 
number 
Page Full sentence with the substantive “Army” Close reading Sub 
conclusion: 
insight in 
concept of 
hospitality 
1.  (: 5) In tracing the word’s trajectory through 
Middle English, Old Norse, Greek and Latin, 
scholars have highlighted some surprising 
connotations of the term: sacrifice, army, 
power, obligation, reciprocity and 
protection (Benveniste 1973; O’Gorman 
2007). 
Here, the authors give 
insight in the etymology of 
the word. 
Yes. 
 
As Display A40 makes clear, the sentence with the substantive “Army” gives etymological insight in 
the concept of hospitality. 
Display A41 presents the close reading of the hospitality concept in the full sentence with the 
substantive “Domination”. 
Display A41 Close reading of the hospitality concept in full sentence with the substantive “Domination” 
Sentence 
number 
Page Full sentence with the substantive 
“Domination” 
Close reading Sub 
conclusion: 
insight in 
concept of 
hospitality 
1.  (: 10) The other, while symbolically elevated, is 
subject to domination by the host, and to 
the rules of being a guest. 
In this sentence, the 
authors explain the (in) 
equality in the host-guest 
relationship. 
 
Yes. 
 
The sentence with the substantive “Domination” as depicted in Display A41 gave information about 
the host-guest relation of the hospitality concept. 
Display A42 presents the close reading of the hospitality concept in the full sentence with the 
substantive “Sacrifice”. 
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Display A42 Close reading of the hospitality concept in full sentence with the substantive “Sacrifice” 
Sentence 
number 
Page Full sentence with the substantive 
“Sacrifice” 
Close reading Sub 
conclusion: 
insight in 
concept of 
hospitality 
1.  (: 5) In tracing the word’s trajectory through 
Middle English, Old Norse, Greek and Latin, 
scholars have highlighted some surprising 
connotations of the term: sacrifice, army, 
power, obligation, reciprocity and protection 
(Benveniste 1973; O’Gorman 2007). 
Here, the authors give 
insight in the etymology of 
the word. 
Yes. 
 
The sentence with the substantive “Sacrifice” which is depicted in the display above gave insight in 
the etymology of the word hospitality. 
The close readings depicted in Display A33 – Display A42 led to a number of sentences with insight in 
the hospitality concept.   
Display A43 shows the frequencies of the substantives coming from hostis and postis in the editorial 
article by Lynch et al. (2011) based on close reading. 
Display A43 Frequencies of the substantives coming from hostis and postis in the editorial article Lynch et al. (2011) based 
on close reading  
Substantives coming from 
hostis/xenos/ghosti  
Frequencies Substantive coming from 
 postis/despótes/poti 
Frequencies 
1. Army 1 1. Domination 1 
2. Enemy 3 2. Master 0 
3. Equality 0 3. Power 8 
4. Guest 20   
5. Host 22   
6. Hostility 4   
7. Reciprocity 8   
8. Sacrifice 1   
9. Stranger 12   
 
As Display A43 makes clear, the substantives “Host” and “Guest” appeared most frequently in the 
editorial article.  
In addition, Display A44 depicts  the  substantives coming from hostis and postis ordered by 
frequency.  
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Display A44  Rank ordered frequencies of the substantives coming from hostis and postis in the editorial article by Lynch et 
al. (2011) based on close reading 
Substantives Frequencies Coming from 
1. Host 22 hostis/xenos/ghosti 
2. Guest 20 hostis/xenos/ghosti 
3. Stranger 12 hostis/xenos/ghosti 
4. Power 8 postis/despótes/poti 
5. Reciprocity 8 hostis/xenos/ghosti 
6. Hostility 4 hostis/xenos/ghosti 
7. Enemy 3 hostis/xenos/ghosti 
8. Army 1 hostis/xenos/ghosti 
9. Domination 1 postis/despótes/poti 
10. Sacrifice 1 hostis/xenos/ghosti 
11. Equality 0 hostis/xenos/ghosti 
12. Master 0 postis/despótes/poti. 
 
As Display A44 makes clear, “Army”, “Domination” and “Sacrifice” only occurred once and, to avoid 
random variation, were eliminated.  
Display A45 presents the main things to be studied.  
Display A45 Main things to be studied and their frequencies based on the editorial article by Lynch et al. (2011) 
Main things Frequencies Coming from 
1. Host 22 hostis/xenos/ghosti 
2. Guest 20 hostis/xenos/ghosti 
3. Stranger 12 hostis/xenos/ghosti 
4. Power 8 postis/despótes/poti 
5. Reciprocity 8 hostis/xenos/ghosti 
6. Hostility 4 hostis/xenos/ghosti 
7. Enemy 3 hostis/xenos/ghosti. 
 
Display A45 shows that “Host”, “Guest”, “Stranger”,  “Power” , “Reciprocity”, “Hostility” and 
“Enemy” are the seven main things to be studied based on the editorial article analysis. 
The next step was to reveal the presumed relationships among the main things to be studied. To 
avoid double measuring of presumed relationships, first, all sentences that occurred more than once 
were eliminated. Display A46 presents the full sentences with information on the concept of 
hospitality after the elimination of sentences that occurred more than once. 
120 
Display A46 Full sentences with information on the hospitality concept from the editorial article by Lynch et al. (2011) 
Sentence 
numbers 
Full sentences  
1.  Conceiving of hospitality as a process concerning the management of strangers locates the act of 
hospitality within social and cultural discourses regarding duties, obligations and moral virtues 
involving two key participants: the host and the guest (Telfer 2000). 
2.  In fact, Aramberri (2001) subsequently suggested that the host should ‘get lost’, arguing that the 
commercialized interactions now common in tourism contravene ‘the old covenant’ of hospitality. 
3.  It is unsurprising, therefore, that theological studies have shown a particular interest in concepts 
of hospitality, such as host and guest or inclusion and exclusion, given the intertwining of such 
concepts with the social signification of food and drink consumption practices (Douglas 1975; 
Wood 1995) as well as the symbolic importance of hospitality in various religions (Anderson 1987; 
Fieldhouse 2002; Sudakov 2005).  
4.  However, as Bell’s examples demonstrate, use of the host–guest metaphor extends the potential 
of hospitality analyses to examine human and non-human relationships, including divine–human 
relationships (Navone 2004), terra–human or human–animal relationships; the latter two appear 
to have been neglected to date in published academic studies. 
5.  Yet, he warns, like all guests, technology can dominate the host. 
6.  Likewise, Sheringham and Daruwalla (2007) draw out the complexity of the host–guest 
relationship whereby the host, through the provision of hospitality, imposes their sense of order 
upon the other. 
7.  The other, while symbolically elevated, is subject to domination by the host, and to the rules of 
being a guest. 
8.  Lashley et al. (2007: 174) prefer the term ‘transaction’ which is ‘interactional’ and ‘multi-faceted: 
social, cultural, psychological, economic etc. and captures the idea of a “crossing over” between 
host and guest’. 
9.  Intrinsic to this host–guest transaction is a recognition of the interchangeability of these roles 
during the course of a hospitality interaction (Lynch, Di Domencio and Sweeney 2007). 
10.  Bell (2007a) illustrates how mundane hospitality occurs through commuting to work on trains, for 
example, where the host passenger moves their bag from the adjacent seat to make way for 
another passenger temporarily transformed into the host’s (i.e. the bag-removing passenger’s) 
guest. 
11.  In fact, it is more complicated than this simple host–guest relationship since, as shown in Robinson 
and Lynch (2007), the hospitality relationship often involves micro-hosts such as the initial sitting 
passenger above whose own micro-host is, for example, the train guard and macro-hosts such as 
the train company. 
12.  Telfer (2000: 42) associates hospitableness in the private sphere with requiring ‘an “appropriate” 
motive’ and these may include other-regarding motives ranging from pleasing others to being 
dutiful; reciprocal motives which include both giving and getting pleasure as well as hoping to have 
the hospitality returned; non-reciprocal motives where the host seeks to benefit in some way. 
13.  For Telfer (2000: 45), the commercial host may also be hospitable if their motives are appropriate; 
for example, they may be drawn to the work through motives of genuine hospitality and ‘if a 
commercial host looks after his guests well out of a genuine concern for their happiness and 
charges them reasonably, rather than extortionately’. 
14.  While many studies of hospitality centre the host–guest relationship at the heart of the hospitality 
encounter, such labelling has been challenged in the context of commercial hospitality. 
15.  Aramberri (2001) rejects ‘host–guest’ terminology on the basis that it is not relevant in commercial 
tourism, suggesting that ‘service provider–consumer’ is more relevant; a consequence of such an 
approach is to reframe the nature of the relationship to give much greater emphasis to the 
economic rather than social side of the exchange. 
16.  Hospitality, and the related roles of ‘host’ and ‘guest’, thus serve as powerful metaphors for 
making sense of and critiquing the dynamics of control and exchange that shape economic and 
social life in an increasingly mobile world. 
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17.  At the same time that discourses of hospitality reproduce conventional performances of 
togetherness, however, they also open up the possibility of doing togetherness differently – of 
imagining inside and outside, stranger and friend, self and other, host and guest in new, radical 
and potentially dangerous ways. 
18.  Hospitality implies a politics of comfort that applies not only to the host’s and guest’s ontological 
security, but also to their embodied well-being. 
19.  In these traditions, hospitality entailed a sacred obligation not just to accommodate the guest, but 
to protect the stranger who arrived at the door. 
20.  Kant’s conception of hospitality is that it is conditional, with the guest expected to conform to 
acceptable behaviours with regard to their right to visit. 
21.  He suggests reaching out to technology as a guest. 
22.  For example, Robinson and Lynch (2007) refer to an exchange paradox in a commercial setting 
whereby the guest/consumer is enticed to consume hospitality of their own free will but the highly 
regulated experience may cause a loss of free will. 
23.  Lugosi (2008, 2009) draws attention to the importance of guest–guest relations in constructing 
hospitality with guests taking on roles of hosts in relation to other guests. 
24.  A major dimension of this theme is the idea of hospitality being a means of controlling the ‘other’ 
or ‘stranger’, i.e. ‘people who are essentially alien to a particular physical, economic and social 
environment’ (Brotherton and Wood 2007: 40). 
25.  Of course, defining the ‘stranger’ is no simple or innocent act, as Bauman (1990) and Brotherton 
and Wood (2007) acknowledge. 
26.  Nevertheless, this strand of hospitality–social control–stranger investigation has permeated much 
of the literature. 
27.  Historical analyses of hospitality have depicted it as concerned with managing the stranger who 
represents a potential for danger (e.g. Visser 1991) and is civilized through the process of providing 
hospitality, which facilitates the development of relationships (Selwyn 2000). 
28.  Thus, antonyms commonly associated with hospitality in the literature include inter alia: 
stranger/friend, inclusion/exclusion, welcome/ non-welcome,  hospitality/ inhospitality, 
conditional/unconditional, duty/pleasure, morality/transgression, religiosity/ bacchanalian, 
order/disorder and high/low (Bell 2007a, 2007b; Derrida 1998, 2000b; Selwyn 2000; Sheringham 
and Daruwalla 2007). 
29.  Related to the hospitality/stranger theme is that of hospitality as the management of difference 
embodied in the other. 
30.  Hospitality is premised on the mobility of the visitor, the stranger, the exchange student, the 
tourist or the asylum seeker. 
31.  Focusing on information and technology systems in organizational settings, Ciborra acknowledges 
that technology often appears to users as an ambivalent and threatening stranger. 
32.  Ben Jelloun (1999: 1–2) suggests that the act of hospitality involves ‘an action (a welcome), an 
attitude (the opening of oneself to the face of another […] and the opening of one’s door and the 
offering of the space of one’s house to a stranger), and a principle disinterestedness)’. 
33.  Dikeç (2002), whilst recognizing the importance of boundaries in hospitality, argues that 
hospitality is about opening those boundaries and giving space to the stranger such that mutual 
recognition is achieved. 
34.  In tracing the word’s trajectory through Middle English, Old Norse, Greek and Latin, scholars have 
highlighted some surprising connotations of the term: sacrifice, army, power, obligation, 
reciprocity and protection (Benveniste 1973; O’Gorman 2007). 
35.  As a starting point, then, these definitions direct our attention from the material provision of food 
and drink to more theoretical and politically laden questions about power, identity, violence and 
equity. 
36.  Ciborra’s claim that hospitality can render technology human, and his attention to the possibilities 
and dangers entailed in such a proposition, are emblematic of the kind of intellectual light a 
hospitality approach can shed on fundamental questions about identity, humanity, power and 
control. 
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37.  Valentine (2008) reflects upon the geographies of the encounter and argues the need for a greater 
focus upon socio-spatial inequalities, the insecurities created and the manifestations of power that 
occur. 
38.  To us, the metaphor of hospitality has the power to convey not only meaning, but also to transport 
intellectual projects across disciplinary boundaries. 
39.  Rather than assuming that hospitality entails a particular context (such as the home or hotel) or 
particular objects (such as food or beds) or particular actors (such as hosts and guests), we see 
hospitality as both a condition and an effect of social relations, spatial configurations and power 
structures. 
40.  Those authors who do engage the metaphor of hospitality in this context, however, reveal that 
bringing hospitality to bear on studies of human–machine interactions, online social networking 
and virtual communities enables us to ask important questions about belonging, exclusion, power 
and identity. 
41.  The power relations embedded in the hospitality encounter are often negotiated around 
embodied markers of difference, such as race, class, gender, sexuality and age, which intersect to 
shape the practice of hospitality (or hostility) in distinct ways. 
42.  The ideas of exchange and reciprocity permeate various definitions and descriptions of hospitality. 
43.  Sharing and exchanging the fruits of labour, together with mutuality and reciprocity, associated 
originally with hunting and gathering food, are at the heart of collective organization and 
communality. 
44.  … provided for diverse motives but always embrac[ing] the expectation of reciprocity. 
45.  This is not the same as saying that all forms of the provision of hospitality actually involve 
reciprocity although many, and probably almost all do. (Brotherton and Wood 2007: 47) 
46.  Sahlins (1965) conceives of reciprocity on a continuum from a unidirectional flow of gifts through 
balanced (two-way) exchange to negative reciprocity where there is an attempt to get something 
for nothing. 
47.  Ben Jelloun (1999) illustrates through a true story concerning a social exchange that hospitality 
does not always imply reciprocity. 
48.  Like many historians, anthropologists have approached hospitality as a cultural form, paying 
particular attention to the way kinship and friendship are negotiated through dialectics of 
hospitality and hostility (Selwyn 2000). 
49.  As we will see below, the fact that hospitality shares its linguistic roots with words like hostility, 
hostage and enemy should also not be overlooked. 
50.  The term ‘hostipitality’ reminds us that hospitality always entails its opposite: hostility. 
51.  Hospitality operates on a knife edge, embodying its etymological origins, viz.  hospes, meaning 
friend as well as enemy (Visser 1991). 
52.  Technology can turn into an enemy; humans and technologies can become hostages of each other. 
 
As Display A46 makes clear, after the elimination of sentences that occurred more than once, there 
were fifty two remaining sentences. 
In the next step, sentences with only one substantive coming from hostis or postis were excluded, 
because in this situation no relationships among substantives could be scored. Display A47 depicts 
the remaining sentences after this exclusion. 
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Display A47  Full sentences with information on the hospitality concept and two or more substantives coming from hostis 
and postis from the editorial article by Lynch et al. (2011) 
Sentence 
numbers 
Full sentences  
1 Conceiving of hospitality as a process concerning the management of strangers locates the act of 
hospitality within social and cultural discourses regarding duties, obligations and moral virtues 
involving two key participants: the host and the guest (Telfer 2000). 
2 It is unsurprising, therefore, that theological studies have shown a particular interest in concepts of 
hospitality, such as host and guest or inclusion and exclusion, given the intertwining of such 
concepts with the social signification of food and drink consumption practices (Douglas 1975; Wood 
1995) as well as the symbolic importance of hospitality in various religions (Anderson 1987; 
Fieldhouse 2002; Sudakov 2005).  
3 However, as Bell’s examples demonstrate, use of the host–guest metaphor extends the potential of 
hospitality analyses to examine human and non-human relationships, including divine–human 
relationships (Navone 2004), terra–human or human–animal relationships; the latter two appear to 
have been neglected to date in published academic studies. 
4 Likewise, Sheringham and Daruwalla (2007) draw out the complexity of the host–guest relationship 
whereby the host, through the provision of hospitality, imposes their sense of order upon the other. 
5 The other, while symbolically elevated, is subject to domination by the host, and to the rules of 
being a guest. 
6 Lashley et al. (2007: 174) prefer the term ‘transaction’ which is ‘interactional’ and ‘multi-faceted: 
social, cultural, psychological, economic etc. and captures the idea of a “crossing over” between host 
and guest’. 
7 Intrinsic to this host–guest transaction is a recognition of the interchangeability of these roles during 
the course of a hospitality interaction (Lynch, Di Domencio and Sweeney 2007). 
8 Bell (2007a) illustrates how mundane hospitality occurs through commuting to work on trains, for 
example, where the host passenger moves their bag from the adjacent seat to make way for another 
passenger temporarily transformed into the host’s (i.e. the bag-removing passenger’s) guest. 
9 In fact, it is more complicated than this simple host–guest relationship since, as shown in Robinson 
and Lynch (2007), the hospitality relationship often involves micro-hosts such as the initial sitting 
passenger above whose own micro-host is, for example, the train guard and macro-hosts such as the 
train company. 
10 While many studies of hospitality centre the host–guest relationship at the heart of the hospitality 
encounter, such labelling has been challenged in the context of commercial hospitality. 
11 Aramberri (2001) rejects ‘host–guest’ terminology on the basis that it is not relevant in commercial 
tourism, suggesting that ‘service provider–consumer’ is more relevant; a consequence of such an 
approach is to reframe the nature of the relationship to give much greater emphasis to the 
economic rather than social side of the exchange. 
12 Hospitality, and the related roles of ‘host’ and ‘guest’, thus serve as powerful metaphors for making 
sense of and critiquing the dynamics of control and exchange that shape economic and social life in 
an increasingly mobile world. 
13 At the same time that discourses of hospitality reproduce conventional performances of 
togetherness, however, they also open up the possibility of doing togetherness differently – of 
imagining inside and outside, stranger and friend, self and other, host and guest in new, radical and 
potentially dangerous ways. 
14 Hospitality implies a politics of comfort that applies not only to the host’s and guest’s ontological 
security, but also to their embodied well-being. 
15 In these traditions, hospitality entailed a sacred obligation not just to accommodate the guest, but 
to protect the stranger who arrived at the door. 
16 In tracing the word’s trajectory through Middle English, Old Norse, Greek and Latin, scholars have 
highlighted some surprising connotations of the term: sacrifice, army, power, obligation, reciprocity 
and protection (Benveniste 1973; O’Gorman 2007). 
17 The power relations embedded in the hospitality encounter are often negotiated around embodied 
markers of difference, such as race, class, gender, sexuality and age, which intersect to shape the 
practice of hospitality (or hostility) in distinct ways. 
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18 As we will see below, the fact that hospitality shares its linguistic roots with words like hostility, 
hostage and enemy should also not be overlooked. 
 
As Display A47 points out, after the exclusion of the sentences with one substantive coming from 
hostis or postis, eighteen applicable sentences remained.  
Then, through close reading, the relationships among the substantives from hostis and postis in the 
eighteen applicable sentences were scored in line with Display 14 (see 4.3.1.2). This scoring is 
depicted in Display A48. 
Display A48 Relationship scores by close readings of the applicable sentences from the editorial article by Lynch et al. (2011)  
Sentence  
numbers 
Full sentences Close readings Relationships Scores 
1.  Conceiving of hospitality as a 
process concerning the 
management of strangers locates 
the act of hospitality within social 
and cultural discourses regarding 
duties, obligations and moral 
virtues involving two key 
participants: the host and the 
guest (Telfer 2000). 
Guest and stranger are employed 
as synonyms. This indicates a very 
positive relationship between the 
two.  
The guest/stranger is managed by 
the host. This indicates an 
unbalanced relationship between 
the guest/ stranger and the host. 
This  implies moderately negative 
relationships between the host 
and guest and between host and 
stranger. 
Guest - Stranger +2 
Host - Guest -1 
Host - Stranger -1 
2.  It is unsurprising, therefore, that 
theological studies have shown a 
particular interest in concepts of 
hospitality, such as host and 
guest or inclusion and exclusion, 
given the intertwining of such 
concepts with the social 
signification of food and drink 
consumption practices (Douglas 
1975; Wood 1995) as well as the 
symbolic importance of 
hospitality in various religions 
(Anderson 1987; Fieldhouse 
2002; Sudakov 2005).  
The host- guest relationship is 
compared to the  inclusion-
exclusion relationship. This 
implies an opposite perspective. 
This indicates a moderately 
negative relationship between 
host and guest.  
Host - Guest -1 
3.  However, as Bell’s examples 
demonstrate, use of the host–
guest metaphor extends the 
potential of hospitality analyses 
to examine human and non-
human relationships, including 
divine–human relationships 
(Navone 2004), terra–human or 
human–animal relationships; the 
latter two appear to have been 
neglected to date in published 
academic studies. 
 
 
The host – guest relationship is 
compared to human and non-
human relationships (including 
divine-human, terra – human and 
human – animal relations). This 
implies an opposite perspective 
between the host and guest. This 
implies a moderately negative 
relationship between host and 
guest. 
Host - Guest -1 
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4.  Likewise, Sheringham and 
Daruwalla (2007) draw out the 
complexity of the host–guest 
relationship whereby the host, 
through the provision of 
hospitality, imposes their sense 
of order upon the other. 
Here, the host imposes their 
sense of order upon the guest. 
This implies an unbalanced 
relationship and therefore a 
moderately negative relationship 
between the two. 
Host - Guest -1 
5.  The other, while symbolically 
elevated, is subject to 
domination by the host, and to 
the rules of being a guest. 
The guest is subject to domination 
by the host. This implies a an 
unbalanced relationship and 
therefore a moderately negative 
relationship between the two. 
Host - Guest -1 
6.  Lashley et al. (2007: 174) prefer 
the term ‘transaction’ which is 
‘interactional’ and ‘multi-faceted: 
social, cultural, psychological, 
economic etc. and captures the 
idea of a “crossing over” between 
host and guest’. 
This part of the text is about an 
interactional  transaction or a 
crossing over  between host and 
guest. This implies a balanced 
relationship and therefore a 
moderately positive relationship 
between host and guest.   
Host - Guest +1 
7.  Intrinsic to this host–guest 
transaction is a recognition of the 
interchangeability of these roles 
during the course of a hospitality 
interaction (Lynch, Di Domencio 
and Sweeney 2007). 
This part of the text is about the 
interchangeability of the host and 
the guest. This implies a balanced 
relationship and thus a 
moderately  positive relationship 
between host and guest. 
Host - Guest +1 
8.  Bell (2007a) illustrates how 
mundane hospitality occurs 
through commuting to work on 
trains, for example, where the 
host passenger moves their bag 
from the adjacent seat to make 
way for another passenger 
temporarily transformed into the 
host’s (i.e. the bag-removing 
passenger’s) guest. 
In this sentence, an example of 
the interchangeability of the host 
and the guest is given. This 
implies a balanced relationship 
and thus a moderately positive 
relationship between host and 
guest.  
Host - Guest +1 
9.  In fact, it is more complicated 
than this simple host–guest 
relationship since, as shown in 
Robinson and Lynch (2007), the 
hospitality relationship often 
involves micro-hosts such as the 
initial sitting passenger above 
whose own micro-host is, for 
example, the train guard and 
macro-hosts such as the train 
company. 
This sentence, again, is about the 
interchangeability of the host and 
the guest. This indicates a 
balanced relationship and thus a 
moderately positive relationship 
between the two. 
Host - Guest +1 
10.  While many studies of hospitality 
centre the host–guest 
relationship at the heart of the 
hospitality encounter, such 
labelling has been challenged in 
the context of commercial 
hospitality. 
 
 
The central position of the host-
guest relationship within 
commercial hospitality is 
discussed. This indicates a 
positive as well as a negative 
relationship and thus a neutral 
relationship between the two. 
Host - Guest 0 
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11.  Aramberri (2001) rejects ‘host–
guest’ terminology on the basis 
that it is not relevant in 
commercial tourism, suggesting 
that ‘service provider–consumer’ 
is more relevant; a consequence 
of such an approach is to reframe 
the nature of the relationship to 
give much greater emphasis to 
the economic rather than social 
side of the exchange. 
The nature of the host- guest 
relationship is discussed. This 
indicates a positive as well as a 
negative relationship and thus a 
neutral relationship between the 
two.  
Host -Guest 0 
12.  Hospitality, and the related roles 
of ‘host’ and ‘guest’, thus serve as 
powerful metaphors for making 
sense of and critiquing the 
dynamics of control and exchange 
that shape economic and social 
life in an increasingly mobile 
world. 
The relationship between host 
and guest is characterised by 
control as well as exchange in this 
sentence. This indicates a positive 
as well as a negative relationship 
and thus an ambivalent 
relationship between the two.  
Host - Guest 0 
13.  At the same time that discourses 
of hospitality reproduce 
conventional performances of 
togetherness, however, they also 
open up the possibility of doing 
togetherness differently – of 
imagining inside and outside, 
stranger and friend, self and 
other, host and guest in new, 
radical and potentially dangerous 
ways. 
The host- guest relationship is 
compared to the relationships of 
inside-outside,  stranger-friend 
and self-other. This implies an 
opposite perspective. This 
indicates a moderately negative 
relationship between host and 
guest. 
The relationships between host 
and stranger and between guest 
and stranger are not indicated 
positive or negative. This 
indicates ambivalent or neutral 
relationships between host and 
stranger and between guest and 
stranger. 
Host - Guest -1 
Host - Stranger 0 
Guest - Stranger 0 
14.  Hospitality implies a politics of 
comfort that applies not only to 
the host’s and guest’s ontological 
security, but also to  
 
their embodied well-being. 
The host-guest relationship is 
presented as a comfortable, 
secure relationship. This implies a 
balanced relationship and thus a 
moderately positive relationship 
between host and guest. 
Host - Guest +1 
15.  In these traditions, hospitality 
entailed a sacred obligation not 
just to accommodate the guest, 
but to protect the stranger who 
arrived at the door. 
Guest and stranger are employed 
as synonyms. This indicates a 
very positive relationship 
between the two.  
Guest - Stranger +2 
16.  In tracing the word’s trajectory 
through Middle English, Old 
Norse, Greek and Latin, scholars 
have highlighted some surprising 
connotations of the term: 
sacrifice, army, power, obligation, 
reciprocity and protection 
(Benveniste 1973; O’Gorman 
2007). 
The words power and reciprocity 
have the same linguistic roots. 
This implies a moderately 
positive relationship between 
power and reciprocity. 
Power - 
Reciprocity 
+1 
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17.  The power relations embedded in 
the hospitality encounter are 
often negotiated around 
embodied markers of difference, 
such as race, class, gender, 
sexuality and age, which intersect 
to shape the practice of 
hospitality (or hostility) in distinct 
ways. 
Power can influence hospitality 
or hostility. This indicates a 
tensioned relationship between 
power and hostility and thus a 
moderately negative relationship 
between the two.   
Power - Hostility -1 
18.  As we will see below, the fact that 
hospitality shares its linguistic 
roots with words like hostility, 
hostage and enemy should also 
not be overlooked. 
Hostility and enemy share their 
linguistic roots. This indicates a 
moderately positive relationship 
between these two substantives.  
Hostility - Enemy +1 
 
As Display A48 depicts, most of the scores vary from ‘-1’ to ‘+1’. Only the relationship between 
“Guest” and “Stranger” scored ‘+2’ in two sentences.  
Subsequently, the average scores were calculated. These are presented in Display A49. 
Display A49 Average relationship scores of the main things to be studied based on the editorial article by Lynch et al. (2011) 
Relationships Scores Interpretations 
1. Guest - Stranger +1.3 The relationship between Guest and Stranger is very positive 
2. Hostility - Enemy +1.0 The relationship between Hostility and Enemy is moderately  positive 
3. Power- Reciprocity +1.0 The relationship between Power and Reciprocity is moderately positive 
4. Host - Guest -0.1 The relationship between Host and Guest is ambivalent 
5. Host-Stranger -0.5 The relationship between Host and Stranger is moderately negative 
6. Power - Hostility -1.0 The relationship between Power and Hostility is moderately negative. 
 
As Display A49 makes clear, the relationship score between “Guest” and “Stranger” is very positive, 
whereas the scores between “Hostility” and “Enemy” and between “Power” and “Reciprocity” are 
moderately positive. The score between “Host” and “Guest” is ambivalent. Finally, the scores 
between “Host” and “Stranger” and between “Power” and “Hostility” are moderately negative. 
Then, the findings of the main things to be studied (see Display A45) and their presumed 
relationships (see Display A49), were combined to a conceptual framework. The way of working and 
the conceptual framework are presented in 5.2.3. 
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APPENDIX 7 FINDINGS FROM THE VISION DOCUMENT  
 
As reported in 5.3, the relationships among the main things to be studied from the vision document 
all turned out to be neutral. As stated in 4.3.1.2, neutral relationships are not visualised in the 
framework and therefore, it was not possible to display a conceptual framework based on the HBS 
vision document. Below, the way of working to come to the main things and the neutral scores 
among them is described.  
As the vision document is written in Dutch (see 4.3.3.1), the analysis was done in Dutch as well. 
Therefore, the rest of this appendix is depicted in Dutch.  
Op de eerste plaats is het hoofdstuk “Hospitality Business” (: 19-23) van het visiedocument 
geanalyseerd op de aanwezigheid en frequentie van de substantieven die afkomstig zijn van hostis en 
postis (zie Display 18). Zoals beschreven in 4.3.3, zijn de substantieven die van hostis en postis 
afkomstig zijn eerst naar het Nederlands vertaald. Display A50 geeft een overzicht van de 
substantieven die van hostis en postis afkomstig zijn in het visiedocument van de HBS. De kolommen 
vermelden achtereenvolgens: de Engelse substantieven van hostis, de Nederlandse substantieven 
van hostis, de frequenties van de substantieven van hostis, de Engelse substantieven van postis, de 
Nederlandse substantieven van postis en de frequenties van de substantieven van postis.  
Display A50 Frequenties van de substantieven die van hostis en postis afkomstig zijn in visiedocument van HBS (2013) 
Engelse 
substantieven 
van hostis/ 
xenos/ ghosti  
Nederlandse 
substantieven van 
hostis/xenos/ghosti 
Frequenties Engelse 
substantieven 
van postis/ 
despótes/ poti  
Nederlandse 
substantieven van 
postis/despótes/ 
poti 
Frequenties 
1. Army 1. Leger 0 1. Domination 1. Overheersing 0 
2. Enemy 2. Vijand 0 2. Master 2. Meester 0 
3. Equality 3. Gelijkheid 0 3. Power 3. Macht 0 
4. Guest 4. Gast 3    
5. Host 5. Gastheer 0    
6. Hostility 6. Vijandschap 0    
7. Reciprocity 7. Geen vertaling 
gegeven 
-    
8. Sacrifice 8. Offer 0    
9. Stranger 9. Vreemdeling 1    
 
Zoals Display A50 laat zien, komen alleen de substantieven “Gast” en “Vreemdeling” voor in het HBS 
visiedocument. 
Display A51 laat de substantieven die van de woorden hostis en postis afkomstig zijn uit het 
visiedocument van de HBS zien geordend naar frequentie.  
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Display A51 Substantieven die van hostis en postis afkomstig zijn in visiedocument van HBS (2013) geordend naar 
frequentie 
Engelse substantieven Nederlandse substantieven Frequenties Komt van  
1. Guest 1. Gast 3 hostis/xenos/ghosti 
2. Stranger 2. Vreemdeling 1 hostis/xenos/ghosti 
3. Army 3. Leger 0 hostis/xenos/ghosti 
4. Domination 4. Overheersing 0 postis/despótes/poti 
5. Enemy 5. Vijand 0 hostis/xenos/ghosti 
6. Equality 6. Gelijkheid 0 hostis/xenos/ghosti 
7. Host 7. Gastheer 0 hostis/xenos/ghosti 
8. Hostility 8. Vijandschap 0 hostis/xenos/ghosti 
9. Master 9. Meester 0 postis/despótes/poti 
10. Power 10. Macht 0 postis/despótes/poti 
11. Reciprocity 11. Geen vertaling gegeven - hostis/xenos/ghosti 
12. Sacrifice 12. Offer 0 hostis/xenos/ghosti. 
 
Zoals vermeld in paragraaf 4.3.3.1, zijn, om toevallige aanwezigheid uit te sluiten, alle substantieven 
die maar één keer voorkwamen verwijderd. Hierdoor bleef alleen het substantief “Gast” over, 
waardoor een verdere analyse aan de hand van de woorden die van hostis en postis komen niet 
mogelijk was.  
Vervolgens is het hoofdstuk “Hospitality Business” (: 19-23) van het visiedocument geanalyseerd op 
de aanwezigheid en frequentie van de woorden “Hospitality en “Gastvrijheid”. Display A52 geeft het 
resultaat weer van deze analyse. 
Display A52 Frequenties van de woorden “Hospitality” en “Gastvrijheid” in visiedocument van HBS (2013) 
Woorden Frequenties 
1. Hospitality 18 
2. Gastvrijheid 28 
 
Zoals Display A52 laat zien, kwam het woord hospitality achttien keer voor en het woord gastvrijheid 
achtentwintig keer.  
Vervolgens zijn alle zinnen waarin de woorden “Hospitality”en “Gastvrijheid” zijn gevonden 
beoordeeld op het feit of ze inzicht geven in het concept hospitality. Display A53 geeft een overzicht 
van de close readings van het concept hospitality in volledige zinnen met het woord “Hospitality”.  
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Display A53 Close readings van concept hospitality in volledige zinnen met woord “Hospitality” 
Zin  
nummers 
Pagina’s Volledige zinnen met het woord 
“Hospitality” 
Close readings Sub 
conclusies: 
inzichten in 
het concept  
hospitality 
1.  (: 19) Hospitality Business Dit is een titel die geen inzicht 
geeft in het concept. 
Nee 
2.  (: 19) In dit hoofdstuk gaan we met 
name in op het begrip hospitality 
of gastvrijheid. 
Dit is een inleidende zin die geen 
inzicht geeft in het concept. 
Nee 
3.  (: 19) Hospitality is het kernbegrip voor 
HBS en verbindt de verschillende 
opleidingen. 
Deze zin geeft algemene 
informatie over de HBS, maar 
geeft geen inzicht in het concept. 
Nee 
4.  (: 19) Hospitality/Gastvrijheid Dit is een titel die geen inzicht 
geeft in het concept. 
Nee 
5.  (: 19) Het kenniscentrum Hospitality 
geeft een voorlopige werkdefinitie 
van het begrip: “Onder 
gastvrijheid (hospitality) verstaan 
wij de deugd en praktijk van het 
verwelkomen, waardoor wij als 
individuen, gemeenschappen en 
organisaties op menselijke wijze 
tegemoet komen aan de 
fysiologische, psychische en 
sociale behoeften van de gast.” 
Hier wordt uitgelegd wat volgens 
het kenniscentrum onder 
hospitality zou moeten worden 
verstaan. 
Ja 
6.  (: 20) Hospitality Business Dit is een titel die geen inzicht 
geeft in het concept. 
Nee 
7.  (: 20) We spreken van Hospitality 
Business als er sprake is van het 
aanbieden van gastvrijheid met 
(economisch) toegevoegde 
waarde, waarvoor de 
gebruikelijke economische 
wetmatigheden gelden. 
Hier wordt uitgelegd wat onder 
hospitality business wordt 
verstaan, met de nadruk op 
business. Er wordt geen 
inhoudelijke informatie gegeven 
over hospitality. 
Nee 
8.  (: 20) Het is een ethische vraag of er 
nog sprake is van gastvrijheid als 
geld de enige motivatie is voor 
een hospitality business. 
Hier wordt de vraag gesteld 
wanneer er sprake is van 
gastvrijheid, er wordt niet 
inhoudelijk ingegaan op wat het is. 
Nee 
9.  (:20) Hospitality in onderzoek. Dit is een titel die geen inzicht 
geeft in het concept. 
Nee 
10.  (: 20) HBS is blij met het kenniscentrum 
Hospitality dat nader onderzoek 
doet naar in de praktijk 
toepasbare kennis, samen met 
studenten, docent-onderzoekers 
en organisaties, en draagt zo bij 
aan de toekomstgerichte 
ontwikkeling van gastvrijheid in 
organisaties. 
 
 
 
 
Deze zin gaat over het 
kenniscentrum hospitality, maar 
geeft geen inhoudelijke informatie 
over het concept.  
Nee 
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11.  (: 21) Onderzoek gebeurt in nauwe 
samenwerking met de academie 
Financiën, Economie en 
Management en de Hospitality 
Business School. 
Deze zin gaat over de 
samenwerking tussen twee 
academies, maar geeft geen 
inhoudelijke informatie over het 
concept.  
Nee 
12.  (: 21) Het kenniscentrum Hospitality wil 
zo de spil zijn tussen enerzijds 
beroepsgericht onderwijs en het 
werkveld, anderzijds tussen 
beroepsonderwijs en 
hoogwaardige academische 
kennisontwikkeling. 
Deze zin gaat over het 
kenniscentrum hospitality, maar 
geeft geen inhoudelijke informatie 
over het concept.  
Nee 
13.  (: 21) De vraag hoe Hospitality in een 
vloeibare samenleving eruit zal 
zien zullen we verder moeten 
doordenken om deze leidende rol 
in de markt van de toekomst te 
kunnen waarmaken. 
Hier wordt de vraag gesteld hoe 
hospitality er in de toekomst uit 
zal zien, maar er wordt geen 
informatie gegeven over het 
concept. 
Nee 
14.  (: 21) Hospitality in onderwijs. Dit is een titel die geen inzicht 
geeft in het concept. 
Nee 
15.  (: 22) De drie opleidingslicenties geven 
ieder op eigen wijze vanuit hun 
eigen context vorm aan 
Hospitality en zijn daarmee 
complementair aan elkaar. 
In deze zin wordt gesteld dat de 
drie licenties (FM, HHO en HTRO) 
hospitality alle drie op hun eigen 
wijze inkleuren, maar er wordt 
geen inhoudelijke informatie 
gegeven over hoe dit gebeurt. 
Nee 
16.  (: 22) Hospitality als onderdeel van de 
organisatiecultuur. 
Dit is een titel die geen inzicht 
geeft in het concept. 
Nee 
17.  (: 22) Denk aan de snelle ontwikkeling 
van ‘creative technology’ ook in 
de Hospitality Business. 
Uit deze zin kan opgemaakt 
worden, dat technologische 
ontwikkelingen van belang zijn 
binnen hospitality business, maar 
er wordt niet inhoudelijk ingegaan 
op wat hospitality is. 
Nee 
18.  (: 23) Met behulp van het competing 
values framework kan een 
organisatie maar ook een persoon 
gekarakteriseerd worden (OCAI 
vragenlijst), in de huidige en de 
gewenste situatie, wat kan 
bijdragen aan het werken aan de 
gewenste organisatiecultuur voor 
de hospitality business school. 
Dit gaat over het competing values 
model en de organisatiecultuur 
van de HBS. Er wordt geen inzicht 
gegeven in wat wat hospitality is 
c.q. zou moeten zijn.  
Nee. 
 
Zoals Display A53 laat zien, geeft één van de achttien zinnen met het woord “Hospitality” inzicht in 
het concept.  
Display A54 geeft een overzicht van de close readings van het concept hospitality in volledige zinnen 
met het woord “Gastvrijheid”.  
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Display A54 Close readings van concept hospitality in volledige zinnen met woord “Gastvrijheid” 
Zin  
nummers 
Pagina’s Volledige zinnen met het woord 
“Gastvrijheid” 
Close readings Sub 
conclusies: 
inzichten in 
het concept  
hospitality 
1.  (: 19) In dit hoofdstuk gaan we met 
name in op het begrip hospitality 
of gastvrijheid. 
Dit is een inleidende zin die geen 
inzicht geeft in het concept. 
Nee 
2.  (: 19) HBS is ‘thuis in gastvrijheid’, een 
basis van waaruit we willen 
helpen de wereld een stukje 
gastvrijer te maken. 
Dit is een inleidende zin die geen 
inzicht geeft in het concept. 
Nee 
3.  (: 19) Hospitality/Gastvrijheid Dit is een titel die geen inzicht 
geeft in het concept. 
Nee 
4.  (: 19) Gastvrijheid is een oud begrip. Dit is een inleidende zin die geen 
inzicht geeft in het concept. 
Nee 
5.  (: 19) Al sinds de oudheid is gastvrijheid 
het ontvangen van een 
vreemdeling, die je onderdak, 
spijs en drank, en  gezelschap/ 
vermaak biedt. (King, 1995; 
Brotherton, 2007; Lashley, 2007).: 
Hier wordt een gecompileerde 
definitie van verschillende auteurs 
gegeven, waarbij inhoudelijk 
wordt ingegaan op wat 
gastvrijheid is. 
Ja 
6.  (: 19) In het verhaal van Joost is 
gastvrijheid herkenbaar als: 
- spijs en drank: lunchen in de 
lounge, de koffie en het 
welkomstdrankje op de open dag; 
- onderdak: het gebouw zelf, het 
werkatelier, (' een gastvrije maar 
zakelijk ingerichte ruimte'); 
- het ontvangen, de gastvrije 
attitude: het gevoel van welkom, 
de plattegronden liggen klaar, er 
is bewegwijzering, 'alles staat 
klaar ' op de open dag, de student 
die de twijfelende Joost 
aanspreekt, de themadocent die 
de klas aanvoelt.  
Hier wordt aan de hand van een 
voorbeeld inhoudelijk ingegaan op 
wat gastvrijheid is. 
Ja 
7.  (: 19) Het kenniscentrum Hospitality 
geeft een voorlopige werkdefinitie 
van het begrip: “Onder 
gastvrijheid (hospitality) verstaan 
wij de deugd en praktijk van het 
verwelkomen, waardoor wij als 
individuen, gemeenschappen en 
organisaties op menselijke wijze 
tegemoet komen aan de 
fysiologische, psychische en 
sociale behoeften van de gast.” 
 
 
 
 
 
Hier wordt uitgelegd wat volgens 
het kenniscentrum onder 
hospitality zou moeten worden 
verstaan. 
Ja 
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8.  (:19) Gastvrijheid is immers een 
veelomvattend begrip: het is niet 
alleen een gastvrije houding, maar 
betreft ook goed gestructureerde 
en efficiënte processen, de fysieke 
omgeving, en de mogelijkheid om 
ter plekke op specifieke 
klantenwensen in te gaan. 
Hier wordt uitgelegd dat houding, 
processen, omgeving en het 
ingaan op de wensen van de klant 
van belang zijn binnen 
gastvrijheid. 
Ja 
9.  (: 20) Gastvrijheid voegt waarde en 
waarden toe. 
Hier wordt in algemene zin verteld 
dat gastvrijheid iets toevoegt. De 
zin geeft geen inhoudelijk 
informatie over het concept. 
Nee 
10.  (: 20) We spreken van Hospitality 
Business als er sprake is van het 
aanbieden van gastvrijheid met 
(economisch) toegevoegde 
waarde, waarvoor de 
gebruikelijke economische 
wetmatigheden gelden. 
Hier wordt uitgelegd wat onder 
hospitality business wordt 
verstaan, met de nadruk op 
business. Er wordt geen 
inhoudelijke informatie gegeven 
over hospitality. 
Nee 
11.  (: 20) Van oudsher staat de kunst van 
gastvrijheid centraal in de 
business van horeca en het 
toerisme. 
Er wordt gesproken over de kunst 
van gastvrijheid, maar op de 
inhoud van het concept wordt niet 
ingegaan. 
Nee 
12.  (: 20) We zien dat de aandacht voor 
gastvrijheid zich uitbreidt tot 
andere sectoren, van 
ziekenhuizen tot sportclubs, van 
banken en verzekeraars tot 
overheden. 
Er wordt gezegd dat gastvrijheid 
zich uitbreidt naar andere 
sectoren, maar op de inhoud van 
het concept wordt niet ingegaan. 
Nee 
13.  (: 20) Gastvrijheid speelt een cruciale 
rol in de leef- en werkruimte en in 
het gedrag van mensen. 
Hier beschrijven de auteurs dat 
gastvrijheid een cruciale rol speelt, 
maar hoe de invulling is/moet zijn 
wordt niet besproken. 
Nee 
14.  (: 20) Gastvrijheid is aldus beschouwd 
niet alleen business maar ook een 
maatschappelijke 
verantwoordelijkheid. 
Hier beschrijven de auteurs dat 
gastvrijheid, naast business, een 
maatschappelijke 
verantwoordelijkheid is.  
Ja 
15.  (: 20) Als gastvrijheid niet alleen 
economische waarde toevoegt 
maar ook ethische en 
maatschappelijke waarden dan 
kunnen we het zien als een 
deugd: het goede doen. 
Gastvrijheid wordt omschreven als 
een deugd, iets dat waarde 
toevoegt, het goede doen. 
Ja 
16.  (: 20) Het is een ethische vraag of er 
nog sprake is van gastvrijheid als 
geld de enige motivatie is voor 
een hospitality business. 
 
 
 
 
 
 
 
 
Hier wordt de vraag gesteld 
wanneer er sprake is van 
gastvrijheid, er wordt niet 
inhoudelijk ingegaan op wat het is. 
Nee 
134 
17.  (: 20) HBS is blij met het kenniscentrum 
Hospitality dat nader onderzoek 
doet naar in de praktijk 
toepasbare kennis, samen met 
studenten, docent-onderzoekers 
en organisaties, en draagt zo bij 
aan de toekomstgerichte 
ontwikkeling van gastvrijheid in 
organisaties.  
Deze zin gaat over het 
kenniscentrum hospitality, maar 
geeft geen inhoudelijke informatie 
over het concept.  
Nee 
18.  (: 20) Deze doelstelling kan het 
kenniscentrum slechts 
waarmaken als de 
wetenschappelijke focus scherp is, 
zonder het brede vizier op 
gastvrijheid te verliezen. 
Deze zin gaat  over het 
kenniscentrum hospitality, maar 
geeft geen inhoudelijke informatie 
over het concept.  
Nee 
19.  (: 20-21) Deze werkwijze doet recht aan de 
multi- en transdisciplinaire 
benadering die onderzoek naar 
gastvrijheid op bedrijfs- en 
organisatieniveau vereist.  
Deze zin gaat over het onderzoek 
naar gastvrijheid maar geeft geen 
informatie over de inhoud van het 
concept. 
Nee 
20.  (: 21) Want gastvrijheid in de huidige 
maatschappij is ondenkbaar 
zonder economische 
randvoorwaarden. 
Hier wordt gesproken over de 
randvoorwaarden van gastvrijheid. 
Er wordt echter geen informatie 
over het concept gegeven.  
Nee 
21.  (: 21) Verder blijft gastvrijheid een leeg 
concept wanneer de morele 
implicaties ervan binnen de 
economische context niet  
zorgvuldig bestudeerd en 
gevaloriseerd worden. 
Hier wordt over de morele 
implicaties van gastvrijheid 
gesproken. Wat gastvrijheid 
inhoudt komt in deze zin niet aan 
de orde. 
Nee 
22.  (: 21) Tot slot heeft het pas zin om over 
gastvrijheid te spreken wanneer 
deze als zodanig beleefd wordt. 
Deze zin gaat over wanneer iets als 
gastvrijheid wordt beleefd. Er 
wordt niet ingegaan op wat het is 
of zou moeten zijn. 
Nee 
23.  (: 21) Hoogwaardig onderzoek naar 
gastvrijheid en de valorisatie 
daarvan zijn alleen mogelijk 
wanneer deze drie perspectieven 
met elkaar in evenwicht zijn: 
ethics, experience en economics, 
de drie onderzoeksthema’s van 
het kenniscentrum. 
Er wordt in deze zin gesteld dat 
drie perspectieven (ehtics, 
experience en economics) met 
elkaar in balans moeten zijn om 
goed onderzoek te kunnen doen 
naar gastvrijheid. Er wordt geen 
inzicht gegeven in het concept van 
gastvrijheid. 
Nee 
24.  (: 21) Door de ruime opvatting van het 
begrip gastvrijheid ontstaan er 
ruimte en kansen voor intensieve 
samenwerking met andere 
academies en kenniscentra, met 
andere lectoraten en 
academische netwerken buiten 
Saxion en met het werkveld. 
Hier wordt gesproken over de 
samenwerking van de HBS met 
andere partijen. Er wordt geen 
inzicht gegeven in het concept. 
Nee 
25.  (: 21) We zagen al waar Joost uit het 
verhaal gastvrijheid tegenkomt. 
 
 
 
Dit is een verwijzing naar een 
voorbeeld in de tekst. Er wordt 
geen inzicht gegeven in het 
concept. 
Nee 
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26.  (: 21) Bovendien wordt in het model 
erkend dat gastvrijheid een 
interactie is ('social ritual' in de 
terminologie van King), die eisen 
stelt aan gedrag van zowel 
werknemer (docent) als gast 
(student). 
In deze zin wordt gesteld dat 
gastvrijheid iets interactiefs is en 
dat het eisen stelt aan gedrag. Dit 
geeft dus inzicht in het concept. 
Ja 
27.  (: 22) Gastvrijheid is niet alleen wat ons 
als HBS onderscheidt maar ook 
wat ons verbindt. 
Hier wordt aangegeven dat 
gastvrijheid bindend is voor de 
(verschillende opleidingen van) de 
HBS. Er wordt geen inzicht 
gegeven in het concept. 
Nee 
28.  (: 22) Juist omdat gastvrijheid een 
combinatie is van tastbare 
(gebouw, spijs en drank) en 
ontastbare (gedrag, sfeer) 
elementen, en bovendien 
samenhangt met 
bedrijfsprocessen en prestaties, is 
het van belang om het onderdeel 
te laten zijn van de waarden van 
de organisatie, van de 
organisatiecultuur. 
Hier wordt gesteld welke 
elementen een rol spelen om 
gastvrijheid tot stand te laten 
komen. Er wordt dus inzicht 
gegeven in het concept. 
Ja. 
 
Zoals Display A54 laat zien, geven acht van de achtentwintig zinnen met het woord “Gastvrijheid” 
inzicht in het concept.  
Vervolgens zijn alle dubbele zinnen verwijderd. Display A55 geeft een overzicht van volledige zinnen 
met de woorden “Hospitality” en/of “Gastvrijheid” die inzicht geven in het hospitality concept 
waarbij de dubbele zinnen zijn uitgesloten.  
Display A55 Volledige zinnen uit HBS visiedocument (2013) met woorden “Hospitality” en/of “Gastvrijheid” die inzicht 
geven in hospitality concept    
Zin  
nummers 
Pagina’s Volledige zinnen met de woorden “Hospitality” en/of “Gastvrijheid” 
1.  (: 19) Al sinds de oudheid is gastvrijheid het ontvangen van een vreemdeling, die je onderdak, 
spijs en drank, en  gezelschap/ vermaak biedt. (King, 1995; Brotherton, 2007; Lashley, 
2007). 
2.  (: 19) In het verhaal van Joost is gastvrijheid herkenbaar als: 
- spijs en drank: lunchen in de lounge, de koffie en het welkomstdrankje op de open 
dag; 
- onderdak: het gebouw zelf, het werkatelier, (' een gastvrije maar zakelijk ingerichte 
ruimte'); 
- het ontvangen, de gastvrije attitude: het gevoel van welkom, de plattegronden  
liggen klaar, er is bewegwijzering, 'alles staat klaar ' op de open dag, de student die de 
twijfelende Joost aanspreekt, de themadocent die de klas aanvoelt.  
3.  (: 19) Het kenniscentrum Hospitality geeft een voorlopige werkdefinitie van het begrip: 
“Onder gastvrijheid (hospitality) verstaan wij de deugd en praktijk van het 
verwelkomen, waardoor wij als individuen, gemeenschappen en organisaties op 
menselijke wijze tegemoet komen aan de fysiologische, psychische en sociale 
behoeften van de gast.” 
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4.  (:19) Gastvrijheid is immers een veelomvattend begrip: het is niet alleen een gastvrije 
houding, maar betreft ook goed gestructureerde en efficiënte processen, de fysieke 
omgeving, en de mogelijkheid om ter plekke op specifieke klantenwensen in te gaan. 
5.  (: 20) Gastvrijheid is aldus beschouwd niet alleen business maar ook een maatschappelijke 
verantwoordelijkheid. 
6.  (: 20) Als gastvrijheid niet alleen economische waarde toevoegt maar ook ethische en 
maatschappelijke waarden dan kunnen we het zien als een deugd: het goede doen. 
7.  (: 21) Bovendien wordt in het model erkend dat gastvrijheid een interactie is ('social ritual' in 
de terminologie van King), die eisen stelt aan gedrag van zowel werknemer (docent) als 
gast (student). 
8.  (: 22) Juist omdat gastvrijheid een combinatie is van tastbare (gebouw, spijs en drank) en 
ontastbare (gedrag, sfeer) elementen, en bovendien samenhangt met bedrijfsprocessen 
en prestaties, is het van belang om het onderdeel te laten zijn van de waarden van de 
organisatie, van de organisatiecultuur. 
 
Zoals Display A55 duidelijk maakt, zijn er, nadat de dubbele zinnen zijn uitgesloten, acht zinnen over  
in het visiedocument van de HBS (2013) die inzicht geven in het concept hospitality. 
Deze acht zinnen zijn vervolgens geanalyseerd via close readings om te komen tot substantieven voor 
het conceptuele model voor hospitality. De close readings zijn weergegeven in Display A56. 
Display A56 Close readings van volledige zinnen met woorden “Hospitality” en/of “Gastvrijheid” die inzicht geven in  
hospitality concept  
Zin 
nummers 
Volledige zinnen met de woorden 
“Hospitality” en/of “Gastvrijheid” 
Close readings Sub conclusies: 
substantieven 
1.  Al sinds de oudheid is gastvrijheid het 
ontvangen van een vreemdeling, die je 
onderdak, spijs en drank, en  gezelschap/ 
vermaak biedt. (King, 1995; Brotherton, 
2007; Lashley, 2007). 
Deze zin beschrijft, dat gastvrijheid 
al sinds de oudheid te maken heeft 
met de volgende zaken: ontvangen, 
vreemdeling, onderdak, spijs, 
drank, gezelschap en vermaak. 
Ontvangen 
Vreemdeling 
Onderdak 
Spijs 
Drank 
Gezelschap 
Vermaak 
2.  In het verhaal van Joost is gastvrijheid 
herkenbaar als: 
- spijs en drank: lunchen in de lounge, de 
koffie en het welkomstdrankje op de 
open dag; 
- onderdak: het gebouw zelf, het 
werkatelier, (' een gastvrije maar zakelijk 
ingerichte ruimte'); 
- het ontvangen, de gastvrije attitude: 
het gevoel van welkom, de 
plattegronden liggen klaar, er is 
bewegwijzering, 'alles staat klaar ' op de 
open dag, de student die de twijfelende 
Joost aanspreekt, de themadocent die de 
klas aanvoelt.  
 
 
 
 
 
 
In deze zin, die verwijst naar een 
voorbeeld dat elders in de tekst is 
gegeven, worden de volgende 
elementen van gastvrijheid 
onderscheiden: spijs, drank, 
onderdak, ontvangen, attitude 
Spijs 
Drank 
Onderdak 
Ontvangen 
Attitude 
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3.  Het kenniscentrum Hospitality geeft een 
voorlopige werkdefinitie van het begrip: 
“Onder gastvrijheid (hospitality) 
verstaan wij de deugd en praktijk van het 
verwelkomen, waardoor wij als 
individuen, gemeenschappen en 
organisaties op menselijke wijze 
tegemoet komen aan de fysiologische, 
psychische en sociale behoeften van de 
gast.” 
In essentie wordt in deze zin 
weergegeven, dat het bij 
gastvrijheid draait om het zodanig 
verwelkomen van de gast, dat in 
zijn behoefte wordt voorzien.  
Verwelkomen 
Behoefte 
4.  Gastvrijheid is immers een 
veelomvattend begrip: het is niet alleen 
een gastvrije houding, maar betreft ook 
goed gestructureerde en efficiënte 
processen, de fysieke omgeving, en de 
mogelijkheid om ter  
plekke op specifieke klantenwensen in te 
gaan. 
In deze zin wordt benadrukt, dat de 
juiste houding, de juiste processen 
en de juiste omgeving nodig zijn om 
in te kunnen spelen op de 
klantwensen. 
Houding 
Proces 
Omgeving 
Klantwens 
 
5.  Gastvrijheid is aldus beschouwd niet 
alleen business maar ook een 
maatschappelijke verantwoordelijkheid. 
Hier beschrijven de auteurs dat het 
bij gastvrijheid zowel om business 
als om maatschappelijke 
verantwoordelijkheid gaat. 
Business 
Verantwoor-
delijkheid 
6.  Als gastvrijheid niet alleen economische 
waarde toevoegt maar ook ethische en 
maatschappelijke waarden dan kunnen 
we het zien als een deugd: het goede 
doen. 
 
In deze zin wordt gesteld dat 
gastvrijheid als een deugd kan 
worden gezien. 
Deugd 
7.  Bovendien wordt in het model erkend 
dat gastvrijheid een interactie is ('social 
ritual' in de terminologie van King), die 
eisen stelt aan gedrag van zowel 
werknemer (docent) als gast (student). 
In deze zin wordt gesteld dat 
gastvrijheid een interactie is, 
waarbij het gedrag van belang is. 
Interactie 
Gedrag 
8.  Juist omdat gastvrijheid een combinatie 
is van tastbare (gebouw, spijs en drank) 
en ontastbare (gedrag, sfeer) elementen, 
en bovendien samenhangt met 
bedrijfsprocessen en prestaties, is het 
van belang om het onderdeel te laten 
zijn van de waarden van de organisatie, 
van de organisatiecultuur. 
In deze zin wordt gesteld dat het bij 
gastvrijheid draait om de volgende 
zaken: gebouw, spijs, drank, 
gedrag, sfeer, processen en 
prestaties. 
Gebouw  
Spijs 
Drank  
Gedrag 
Sfeer 
Proces 
Prestatie 
 
Zoals Display A56 duidelijk maakt, komen er veel verschillende substantieven voor in het HBS visie 
document. 
Display A57 toont de substantieven die voortkomen uit volledige zinnen die inzicht geven in het 
hospitality concept van het HBS visiedocument (2013) geordend op basis van frequentie. 
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Display A57 Substantieven uit HBS visiedocument (2013) geordend op basis van frequenties 
Substantieven Frequenties 
1. Drank 3 
2. Spijs 3 
3. Gedrag 2 
4. Onderdak 2 
5. Ontvangen 2 
6. Proces 2 
7. Attitude 1 
8. Behoefte 1 
9. Business 1 
10. Deugd 1 
11. Gebouw 1 
12. Gezelschap 1 
13. Houding 1 
14. Interactie 1 
15. Klantwens 1 
16. Omgeving 1 
17. Prestatie 1 
18. Sfeer 1 
19. Verantwoordelijkheid 1 
20. Vermaak 1 
21. Vreemdeling 1 
22. Verwelkomen 1 
 
Display A57 geeft aan dat er tweeëntwintig substantieven zijn gevonden in het HBS visiedocument. 
Om toevallige aanwezigheid uit te sluiten (zie 4.3.3.1), zijn de substantieven die slechts één keer 
voorkwamen uitgesloten.  
De substantieven die overbleven na deze uitsluiting worden gezien als de belangrijkste dingen om te 
bestuderen ten aanzien van hospitality op basis van het HBS visiedocument. Display A58 geeft het 
overzicht van de belangrijkste dingen om te bestuderen op basis van het HBS visiedocument. 
Display A58 Belangrijkste dingen om te bestuderen op basis van HBS visiedocument (2013) 
Substantieven Frequentie 
1. Drank 3 
2. Spijs 3 
3. Gedrag 2 
4. Onderdak 2 
5. Ontvangen 2 
6. Proces 2 
 
Zoals Display A58 laat zien, zijn de substantieven “Drank”, “Spijs”, “Gedrag”, “Onderdak”, 
“Ontvangen” en “Proces” de belangrijkste dingen om te bestuderen op basis van het HBS 
visiedocument (2013).  
Display A59 geeft het overzicht van de zinnen die resteren na het uitsluiten van toevallige 
aanwezigheid.  
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Display A59 Volledige zinnen met woorden “Hospitality” en/of “Gastvrijheid” die inzicht geven in hospitality concept, 
toevallige aanwezigheid uitgesloten 
Zin  
nummers 
Pagina’s Volledige zinnen met de woorden “Hospitality” en/of “Gastvrijheid” 
1.  (: 19) Al sinds de oudheid is gastvrijheid het ontvangen van een vreemdeling, die je 
onderdak, spijs en drank, en  gezelschap/ vermaak biedt. (King, 1995; Brotherton, 
2007; Lashley, 2007). 
2.  (: 19) In het verhaal van Joost is gastvrijheid herkenbaar als: 
- spijs en drank: lunchen in de lounge, de koffie en het welkomstdrankje op de open 
dag; 
- onderdak: het gebouw zelf, het werkatelier, (' een gastvrije maar zakelijk ingerichte 
ruimte'); 
- het ontvangen, de gastvrije attitude: het gevoel van welkom, de plattegronden  
liggen klaar, er is bewegwijzering, 'alles staat klaar ' op de open dag, de student die de 
twijfelende Joost aanspreekt, de themadocent die de klas aanvoelt.  
3.  (:19) Gastvrijheid is immers een veelomvattend begrip: het is niet alleen een gastvrije 
houding, maar betreft ook goed gestructureerde en efficiënte processen, de fysieke 
omgeving, en de mogelijkheid om ter  
plekke op specifieke klantenwensen in te gaan. 
4.  (: 21) Bovendien wordt in het model erkend dat gastvrijheid een interactie is ('social ritual' in 
de terminologie van King), die eisen stelt aan gedrag van zowel werknemer (docent) als 
gast (student). 
5.  (: 22) Juist omdat gastvrijheid een combinatie is van tastbare (gebouw, spijs en drank) en 
ontastbare (gedrag, sfeer) elementen, en bovendien samenhangt met 
bedrijfsprocessen en prestaties, is het van belang om het onderdeel te laten zijn van de 
waarden van de organisatie, van de organisatiecultuur. 
 
Display A59 maakt duidelijk dat er na het uitsluiten van toevallige aanwezigheid vijf zinnen over zijn. 
In de volgende stap van de analyse zijn de zinnen waarin maar één van de zes overgebleven 
substantieven (zieDisplay A58) staat uitgesloten, omdat in die situatie geen relatie tussen twee 
substantieven gescored kan worden. Display A60 toont de zinnen die na deze uitsluiting over zijn. 
Deze zinnen zijn geschikt voor de relatie score. 
Display A60 Resterende zinnen voor relatie score  
Zin  
nummers 
Pagina’s Volledige zinnen met de woorden “Hospitality” en/of “Gastvrijheid” 
1.  (: 19) Al sinds de oudheid is gastvrijheid het ontvangen van een vreemdeling, die je 
onderdak, spijs en drank, en  gezelschap/ vermaak biedt. (King, 1995; Brotherton, 
2007; Lashley, 2007). 
2.  (: 19) In het verhaal van Joost is gastvrijheid herkenbaar als: 
- spijs en drank: lunchen in de lounge, de koffie en het welkomstdrankje op de open 
dag; 
- onderdak: het gebouw zelf, het werkatelier, (' een gastvrije maar zakelijk ingerichte 
ruimte'); 
- het ontvangen, de gastvrije attitude: het gevoel van welkom, de plattegronden  
liggen klaar, er is bewegwijzering, 'alles staat klaar ' op de open dag, de student die de 
twijfelende Joost aanspreekt, de themadocent die de klas aanvoelt.  
3.  (: 22) Juist omdat gastvrijheid een combinatie is van tastbare (gebouw, spijs en drank) en 
ontastbare (gedrag, sfeer) elementen, en bovendien samenhangt met 
bedrijfsprocessen en prestaties, is het van belang om het onderdeel te laten zijn van de 
waarden van de organisatie, van de organisatiecultuur. 
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Display A60 wijst uit, dat er van het HBS visiedocument drie zinnen resteren met substantieven 
waarvan de onderlinge relaties gescored kunnen worden. Deze relatiescores tussen de substantieven 
zijn weergegeven in Display A61. De scores vonden plaats conform Display 14.   
Display A61 Relatiescores tussen substantieven uit HBS visiedocument (2013) 
Zin  
nummers 
Volledige zinnen met de 
woorden “Hospitality” en/of 
“Gastvrijheid” 
Close readings Relaties Scores 
1.  Al sinds de oudheid is gastvrijheid 
het ontvangen van een 
vreemdeling, die je onderdak, 
spijs en drank, en  gezelschap/ 
vermaak biedt. (King, 1995; 
Brotherton, 2007; Lashley, 2007). 
In deze zin wordt gesteld dat 
ontvangen, onderdak, spijs en 
drank belangrijk zijn als het 
om gastvrijheid gaat. Er wordt 
geen positieve of negatieve 
relatie benoemd tussen deze 
vier substantieven. Dit 
impliceert een neutrale relatie 
tussen de vier. 
Ontvangen - Onderdak 0 
Ontvangen - Spijs 0 
Ontvangen - Drank 0 
Onderdak - Spijs 0 
Onderdak - Drank 0 
Spijs - Drank 0 
2.  In het verhaal van Joost is 
gastvrijheid herkenbaar als: 
- spijs en drank: lunchen in de 
lounge, de koffie en het 
welkomstdrankje op de open dag; 
- onderdak: het gebouw zelf, het 
werkatelier, (' een gastvrije maar 
zakelijk ingerichte ruimte'); 
- het ontvangen, de gastvrije 
attitude: het gevoel van welkom, 
de plattegronden liggen klaar, er 
is bewegwijzering, 'alles staat 
klaar ' op de open dag, de student 
die de twijfelende Joost 
aanspreekt, de themadocent die 
de klas aanvoelt.  
Uit deze zin blijken spijs, 
drank, onderdak en 
ontvangen belangrijk zijn als 
het om gastvrijheid gaat. Er 
worden echter geen positieve 
of negatieve relaties benoemd 
tussen deze vier 
substantieven. Dit impliceert 
een neutrale relatie tussen de 
vier. 
Ontvangen - Onderdak 0 
Ontvangen - Spijs 0 
Ontvangen - Drank 0 
Onderdak - Spijs 0 
Onderdak - Drank 0 
Spijs - Drank 0 
3.  Juist omdat gastvrijheid een 
combinatie is van tastbare 
(gebouw, spijs en drank) en 
ontastbare (gedrag, sfeer) 
elementen, en bovendien 
samenhangt met 
bedrijfsprocessen en prestaties, is 
het van belang om het onderdeel 
te laten zijn van de waarden van 
de organisatie, van de 
organisatiecultuur. 
In deze zin wordt omschreven 
dat spijs, drank, gedrag en 
proces van belang zijn ten 
aanzien van gastvrijheid. Er 
worden geen positieve of 
negatieve relaties benoemd 
tussen deze vier 
substantieven. Dit impliceert 
een neutrale relatie tussen de 
vier. 
Proces - Gedrag 0 
Proces - Spijs 0 
Proces - Drank 0 
Gedrag - Spijs 0 
Gedrag - Drank 0 
Spijs - Drank 0 
 
Zoals Display A61 weergeeft, komen er alleen nul-scores voor ten aanzien van de relaties tussen de 
belangrijkste dingen om te bestuderen uit het HBS visiedocument.  
Display A62 geeft een overzicht van de gemiddelde relatiescores, die conform Display 15 zijn 
geïnterpreteerd. 
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Display A62 Gemiddelde relatiescores tussen belangrijkste dingen om te bestuderen gebaseerd op HBS visiedocument 
(2013)  
Relaties Gemiddelde 
scores 
Interpretatie 
1. Ontvangen - Onderdak 0 De relatie tussen Ontvangen en Onderdak is neutraal 
2. Ontvangen - Spijs 0 De relatie tussen Ontvangen en Spijs is neutraal  
3. Ontvangen - Drank 0 De relatie tussen Ontvangen en Drank is neutraal  
4. Onderdak - Spijs 0 De relatie tussen Onderdak en Spijs is neutraal  
5. Onderdak - Drank 0 De relatie tussen Onderdak en Drank is neutraal  
6. Spijs - Drank 0 De relatie tussen Spijs en Drank is neutraal  
7. Proces - Gedrag 0 De relatie tussen Proces en Gedrag is neutraal  
8. Proces - Spijs 0 De relatie tussen Proces en Spijs is neutraal  
9. Proces - Drank 0 De relatie tussen Proces en Drank is neutraal  
10. Gedrag - Spijs 0 De relatie tussen Gedrag en Spijs is neutraal  
11. Gedrag - Drank 0 De relatie tussen Gedrag en Drank is neutraal.  
 
In 4.3.1.2 is vermeld, dat als een 0 score is gebaseerd op een gemiddelde score van 0, dit neutraal 
genoemd wordt. Zoals Display A62 laat zien, zijn alle gemiddelde relatiescores tussen de 
belangrijkste dingen om te bestuderen gebaseerd op het HBS visiedocument neutraal. In 4.3.1.2 is 
ook vermeld, dat neutrale scores niet gevisualiseerd worden in het conceptuele model. Ten gevolge 
hiervan kunnen op basis van het HBS visiedocument alleen de belangrijkste dingen om te bestuderen 
(en niet hun onderlinge relaties) worden afgebeeld. Zij zijn weergegeven in Figure A3. 
 
Figure A3 Belangrijkste dingen om te bestuderen ten aanzien van hospitality op basis van HBS visiedocument (2013) 
 
Zoals Figure A3 duidelijk maakt, zijn, op basis van het HBS visiedocument, “Drank” en “Spijs” de twee 
belangrijkste dingen om te bestuderen als het om hospitality gaat. Zij worden gevolgd door  
“Gedrag”, “Onderdak”, “Ontvangen” en “Proces”, die op basis van de analyse van voornoemd 
document allen even belangrijk lijken te zijn. 
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